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“THE ROAD OF ANTHRA- 
CITE.” 





It began with a a of heart. 
Until 1899 the Lackawanna was 
almost exclusively a freight road, 
running through rich coal regions 
that gave an abundance of prof- 
itable traffic. 
carried, of course, but the Lacka- 
wanna’s attitude toward passenger 
business was similar to that of 
Mr. Vanderbilt toward the public, 
expressed in his immortal phrase. 
The road’s passenger equipment 
was far from modern, while under 
an old contract with the Pullman 
Company it ran only such sleep- 
ers as had lost their first ruddy 
tints of youth. There were four 
ways of going from New York to 
Buffalo (when one had to go)— 
the New York Central, the Erie, 
the Lehigh Valley and the Lacka- 
wanna. The first three roads had 
advertised extensively for years. 
The Lackawanna had never spent 
money in newspapers or maga- 
zines to acquaint the public with 
the fact that it ran through a de- 
lightful mountainous region. It 
is apparent which route got the 
least passenger business. Early 
in 1899, however, the inevitable 
happened, and a new president 
came to the Lackawanna—Mr. W. 
H. Truesdale, who had been vice- 
president and general manager of 
the Rock Island, and who had the 
Western activity and the Western 
way of doing things. Among the 
officials included in his scheme of 
reorganization was an advertising 
agent. Mr. W. B. Hunter, known 
to Mr. Truesdale through his work 
as railroad editor of the Chicago 
Times-Herald, was chosen for the 
position, which he held until he 
became advertising manager of the 
Force Food Company something 
over a year ago. Mr. Hunter be- 
gan a. campaign in magazines and 
dailies, emphasizing the cleanliness 
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and comfort of travel by the 
awanna, but ‘his valuable work 
to make friends with the ne 
pers. In the old days few ne 
paper men had ridden over 
ckawanna through the cow 
of its management, while fs 
ition there were Mr. Da 
r. Cook of the Erie and Mr, te 
of ‘the Lehigh Valley, each eager to 
demonstrate the beauties of his 
route. Knowing practically noth- 
ing about the beauties of the 
Lackawanna, the newspaper fra- 
ternity said nothing about them, 
Mr. Hunter’s wide acquaintance 
among newspaper men established 
a new order of things in three 
years, and to-day the Lackawanna 
numbers hundreds of friends who 
are desirous of being kindly to it 
in print—a form of kindliness that 
pays. When Mr. Hunter took up 
the “Force” campaign the position 
of advertising agent of the Lacka- 
wanna was given to Mr. Wendell 
P. Colton. Mr. Colton had left 
college two years before, and his 
practical experience of advertising 
was best indicated by the Latin 
nihil. He had good ideas, how- 
ever, and perhaps this inexperience 
gave him the advantage of ap- 
proaching his proposition, unhamp- 
ered by precedents. Looking over 


- the conditions and_ possibilities he 


also was impressed with the idea 
of cleantiness. Ballasted wholly 
with rock and burning hard coal 
on all passenger trains, a day’s 
journey meant freedom from grime 
and cinders. Some of the com- 
peting roads burned anthracite on 
their limited trains, but the use 
of hard coal on all passenger trains 
was peculiar to the Lackawanna. 
Mark Twain had paid the tribute 
of a telegram, “Left New York 
on the Lackawanna Railroad this 
morning in white duck suit, and it’s 
white yet.” Thereupon he invented 
the phrase “The. Road.of Anthra- 
cite,” and: proceeded to give it pub- 

















licity through dailies, magazines 
andcarcards, Verséattracted himas 
a medium of expression. “Spotless 
Town” demonstrated the value of 
good jingles, and the very fact that 
soumuch bad verse was used in ad- 





vertising seemed a reason for us- 
ing verse that was technically 
good. A series of seven cards, 
modeled on “The House that Jack 
Built,” was put out in the cars 
of nearly every city from New 
York to Chicago. This series was 
entitled “A Romance of the Rail,” 
and told the story of “a maiden all 
in lawn” who was won by a swain 
in a duck suit during a trip on the 
“Road of Anthracite.” They were 
married by a priest in white, and 
arrived at Buffalo in a spotless 
condition. 

“These cards were seven-color 
halftones, made by the American 
Bank Note Company, and cost 
twenty-five cents apiece—perhaps 
the most expensive car cards ever 
put out,” said Mr. Colton recently. 

Immediately after their appear- 
ance in the cars we began to re- 
ceive requests for sets. People 
wanted them for advertising par- 
ties, and they were in particular 
demand atnong college boys. and 
girls as frieze decorations: The 
cards themselves were too costly 
for gratuitous distribution, of 
course, so the series was printed 
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in the ferm of a booklet in the 
original colors, An edition of 50,- 
o00 was exhausted in-six weeks, 
and a second edition of 50,000 in 
two months. Then I went to 
Calkins. & Holden, the New York 
specialists, and outlined the idea 
of ‘Phoebe Snow.’ This series 
consists of six cards, and made its 
appearance in the cars the first of 
April. ‘Phoebe Snow’ embodies a 
more vigorous idea than the first 
series, and has caught the popular 
fancy even more quickly than the 
Maiden in Lawn.’ We are re- 
ceiving even more requests for 
this series, and together with the 
catch phrase, it is giving the road 
a tremendous reputation. Nor are 
the results confined to popular in- 
terest, for the difference between 
the Lackawanna’s passenger busi- 
ness for 1899 and 1902 was fully 
$1,250,000 in favor of last year. 
The use of jingles to advertise a 
railroad that had always been staid 
and conservative was a big depart- 
ure, but results are large for that 
very reason. Besides these cards 
we are in the magazines and dailies, 
and have put out many posters the 
past year. In the magazines I am 
using high-grade pictures. In April 
and May our magazine ads were il- 
lustrated with two spirited out- 
door pictures by George Wright, 
the illustrator who made the pic- 
tures for Scribner’s series of fire 
stories, and one of the best men 
in New York. I go upon the be- 
lief that it is a compsiment to the 
reader’s intelligence and taste to 
use something that is really good 
in design. The American public 
appreciates the best in. drawing, 
and though such illustrations are 
costly they are none too good to 
fill space costing from $300 to $500 
a ge. Poor illustrations and 
bad English are indications that 
the advertiser tndervalues — his 
readers’ intelligence, and also leave 
room for a suspicion that he is 
equally indifferent about his pro- 
duct. It is said that the commod- 
ity must be as good as the adver- 
tising. Conversely, I believe that 
our publicity must be as good as 
our passenger service. The 
‘Phoebe Snow’ verse is. good from 
the standpoint of jingles. It. was 
furnished by Calkins & Holden. 
The. verse for the first series was 
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my-own work. Our policy is. to 
keep hammering at one point. That 
point is the fact that the Lacka- 
wanna is the cleanest road be- 
tween New York and Buffalo. 
“Another form of advertising 
that is showing gratifying results 
is the hotel publicity in dailies for 
our resorts, Delaware Water Gap 
and the Pocono Mountain region, 
in Monroe County, Pennsylvania. 
Until last year it has been the cus- 
tom of hotel-keepers at these re- 
sorts to advertise separately in the 
New York and Philadelphia dail- 
ies, each running cards of from 
five lines to an inch or two inches. 
Some of them did not advertise. 
At the beginning of last season we 
went to the hotel men’s organiza- 
tion of Monroe County and per- 
fected a plan whereby all this ad- 
vertising is syndicated in one 
large ad. The Lackawanna pays 
twenty-five per cent of the cost of 
the campaign, and space averages 
about ten cents a line to the hotel 
men. Instead of a jumble of small 
cards, each telling the same story 
and making no great impression, 
we take seven inches four columns 





wide, tell all about the-region in a 
clean cut paragraph at the top and 
then run a one: or two line card 
for each hotel under its geograph- 
ical division, with the number of 
guests that can be’ accommodated, 





name of proprietor and any other 
details that the hotel-keeper wishes 
to add. These ads are neat and 
informing, and they make an im- 
pression. Last season, as you re- 
member, was cold and wet. Many 
New Yorkers stayed in town all 
summer, while the resorts alo 
the Jersey coast and in the Adiron- 
dacks were only half filled. Yet 
every hotel in our resorts was 
packed with guests, and the busi- 
ness was so good that twice as 
much money will be spent for ad- 
vertising this year. Not only the 
h.tel men contribute, but mer- 
chants as well, for this syndicated 
advertising brings business to the 
whole region, and all share in the 
prosperity. Next year three times 
as much will probably be spent, 
for well-managed advertising feeds 
upon itself and brings its own in- 
crease. The hotel men’s organi- 
zation numbers seventy members, 
of whom forty advertise at Dela- 
ware Water Gap and twenty-five 
in the Pocono Mountains. The 
ads appear in New York, Brook- 
lyn and Philadelphia dailies, run- 
ning from early spring to the mid- 
dle of July. We have selected 
papers well-known for their quali- 
ty as summer resort mediums—the 
Sun, Evening Post, Brooklyn 
Eagle and so on. The hotel man 
who can afford to spend $100 in 
advertising his house would get 
only a five-line card in three or 
four papers during the season, and 
his ad would be so small that it 
would attract only the man who 
was earnestly seeking it. By our 
syndicate plan, on the contrary, 
the same appropriation buys a 
400-line ad in thirteen papers 
throughout the season, and the ad 
vertising is of a kind that forces 
a whole region upon the attention 
of readers at the time when they 
are planning vacations. In making 
such plans the first thing that a 
man or woman does is to select 
the locality. Settling upon a 
hotel is a secondary matter, more 
than likely to be arranged by corre- 
spondence. These large ads_ put 
the reader in touch with the hotel 
men. 

“I do not care to state the 
amount of the Lackawanna’s pre- 
sent appropriation, but can say 
that it is sufficient to. carry on a 











modern, active campaign. The 
ssenger traffic shows direct re- 
sults for what we have done so 
far, and will doubtless grow so 
long as we keep hammering away 
at our idea. We have plans for 
other advertising that will be tad- 
ical, but prefer to work them out 
before we talk about them.” 





EXCLUDES DECEPTIVE ADVER.- 
TISEMENTS. 

The New York Times omits announce- 
ments of fraudulent enterprises from 
its advertising columns. just as scrupu- 
lously as it omits sensations from its 
news columns. 


——_~+oo—__—_ 
You may do a man one hundred good 
turns and he will forget it; but do him 
one little injury and he will remember 
it as long as he lives. Likewise one 
little misrepresentation made in your 
ad will be remembered by a customer 
long after one hundred correct state- 
ments have faded from his memory. 
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THE JOURNAL-NEWS 
of Evansville, Ind., is credited with 
The Largest Circulation 


in that city in the American News- 
paper Directory for 1903. 








Che Chicago 
Record-Kerald 


gained in April, 1903, 
over April, 1902, 


Daily, - 5,653 
Sunday, 48,734 




















Daily Average, April, 1903 


160,160 


Sunday Average, April, 1903, 
195,613 


The only known Morning 
and Sunday Circula- 
tion in Chicago ! 





























Toronto 
Evening 


Celegram 


Daily Circulation, 


34,000 


on Saturday evening. 


No other Toronto paper cir- 
culates half so many in the 
city. 


PERRY LUKENS, 
New York Representative, 


Ire, 


29 Tribune Building. 




















CLASSIFIED 
ADVERTISING 


IN THE 


Milwaukee Journal 


is increasing steadily 
for the very good rea- 
son that results to the 
patrons of those pages 
are satisfactory. THE 
JOURNAL is the recog- 
nized want ad medium 





in its field. 
RATES: Lines 
ONE CENT Times 
per Word, Bits 


Daily average circulation for April, 


31,647. 
The Journal Co. 


8. B. SMITH, C.D. BERTOLET, 
80 Tribune Bldg., 705-7 Boyce Bldg., 
New York. Chicago, fi 
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From time to time 


use has been made of space 
in PRINTERS’ INK to voice the sentiment of San Francisco 
advertisers touching the drawing qualities of the . 





San Francisco Call 


In this connection the communication reproduced on the 
opposite page is of special importance. 

At the outset, the management of Prager’s, San Fran- 
cisco’s new Department Store, thought it advisable to use com- 
paratively little space in the CALL. 

After about three months the management of the Adver- 
tising Department was changed and put under the able direc- 
tion of Mr. Homer A. Boushey, who has been responsible for 
some of the best advertising matter in use in San Francisco 
papers. 

Mr. Boushey, at an early stage of his work, recognized the 
fact that a great home clientele was being largely 
overlooked, and insisted upon an increase of his advertis- 
ing appropriation. 

The firm’s letter shows that in two-thirds of a year the 
entire contract has been exceeded by 150 per cent. 

It is due in a large measure to CALL space, occupied by 
convincing advertising matter, that Prager’s is now one of the 
great busy centers of the San Francisco shopping trade. 

The SAN FRANCISCO CALL is printed every day of the year. 

It guarantees an average circulation daily in excess of 
60,000 copies, and Sunday in excess of 75,000 copies. 

The bulk of this large circulation is in the homes, 

The CALL has a wider distribution in homes 
specially desirable to advertisers of legitimate 
goods than any newspaper published on the Pa- 
cific Slope. 

Write for advertising rates. 














ADVERTISING REPRESENTATIVES: 
STEPHEN B. SMITH, C. GEO. KROGNESS, 


30 Trisune Buiitpinc, New York. Marqugette Buitpinc, Cuicaco, 


JOHN D. SPRECKELS, Publisher and Proprietor. 
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Mr. ™. J. Martin, 
Pasivess Manager S$. F. Call, 
Dex Sar:- 

Unior cur present contract with the Cell our 
etverticcuents are not entitled to any special position 
tnt we dosire to Know whet arranvanents can be made for 
this p*sition when our new contract 1s sized. 

The existing contract which still hes four 
ronths to run celle for 10,500 lines. As you are aware 
ve heve alreaiy used to date over 25,500 lines. This 


use cf sperce in excess of the terms of our contract and 





our teeire te employ your columns to 2 ¢reater extent in 





the future is susceptible of but one explanation - Results. 





Te neve been surprised and more then gratified 
ever the returns from a liberal use of Call publicity, e 
contition "hich cv2]4 not have obtained did the Call fail 


to possess whet it cleims - a large circuletion in the homes, 





Yours traly, 
Prazer Compenv Ins., 


BYs 






Adv, Menazer. 








IN THE HOMES. 


























BUSINESS LETTERS. 


Writing business letters is a fine 
art, an art in which, notwithstand- 
ing, there are few masters. It 
would be mere pedantry to lay 
down a hard and fast set of rules 


for writing successful business 
letters. The “Ready Letter Writ- 
ers” and “Business Men’s Com- 


pendiums” do that, and the busi- 
ness man who is content to copy 
their forms is to-day a back num- 
ber. It is, however, worth while 
to consider some of the elements 
that contribute to the production 
of letters that will bring business. 
In the first place, the letter writer 
must be interested in his subject, 
not only know it thoroughly, but 
feel its importance. His must, in 
its way, be as burning a message 
as poets write or prophets pro- 
claim. Without this vital personal 
element, a letter, however neatly 
turned its phrases, is cold and un- 
convincing. Then, the letter 
writer must know the class of 
—_ whom he is addressing. 

oth men and women are not 
reached by the same kind of an 
appeal, neither are the educated 
and the ignorant; city people and 
farmers; professional men and 
laboring classes. Sectional differ- 
ences, too, must be taken into ac- 
count. A letter that will be very 
effective in Arkansas may fall flat 
in Michigan. 

Letters to business men should 
be short, interesting, and pertinent 
—such men have little time to 
waste on formalities or elaborate 
details. The letter should start 
in such a way that it will attract 
a busy man’s attention. A crisp, 
business-like sentence, a new way 
of putting an old truth, a very 
brief and very pointed anecdote— 
these are suggestions for an open- 
ing. The body of the business let- 
ter sent to business men should be 
a clear and logical presentation of 
the subject in hand—in the fewest 
possible words. Leave out unim- 
portant details; make the essential 
points prominent. Don’t begin 
with the end of your story and 
work back—lead up to something, 
so that when the reader finishes, 
the last and most vivid impression 
on his mind will be a virtual sum- 
ming up of what you have been 


PRINTERS’ INK. 





writing. Make your last senite 

a distinct, definite, forceful cop. 
clusion of the whole matter. Don’t 
be too funny. A certain class of 
advertising men a few years ago 
started a facetious sort of adyer- 
tising, in which everything was 
written in the “slap him on the 
back,” “poke him in the ribs,” 
“jolly him along” vein. The let- 
ters of these self-styled experts 
read like a cheap vaudeville sketch, 
and are about as effective in bring- 
ing business. While it is not ne- 
cessary to keep business corre- 
spondence on a level of icy dignity, 
still, practical business men are 
disgusted by too great familiari 

in a letter from a stranger. Final- 
ly, don’t be too insistent. Re- 
member that a letter may have 
force, and lack strength. Don’t t 

to convince a man against his will, 
or you may make yourself obnox- 
ious. A few years ago a tailor 
began sending literature on his 
dress suits, every One accompan- 
ied by a letter, and every letter 
after the first alluding to the fact 
that its recipient hadn’t ordered 
yet. In his fourth letter, this 
zealous writer prefaced a special 
offer by a declaration that he was 
going to force the reader into 
taking advantage of a good thing. 
After that declaration he couldn't 
have made the sale if he had of- 
fered his suits for $5, and had 
written daily follow up letters for 
fifteen years. E. WaALTERs. 


BUSINESS EXPRESSION ILLUS 
TRATED. 








RETAILING AN IMPORTED ARTICLE. 
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10,264 


NEW CITY SUBSCRIBERS 


is the record May 1 to May 20 of the 


Kansas Gity World 


To meet its well-known competition of “13 
papers for 10 cents’? THE WORLD reduced its 


price by carrier to “ 5 Cents a Week "—~ 





“seven issues a week for anickel.”’ This 
unprecedented bargain has swept the town, 


THE KANSAS CITY WORLD 


now guarantees advertisers a paid circulation exceeding 


-net’7Q,000 


Tue Wor p is the only Democratic paper in 
a Democratic city. It is the most popu- 
lar newspaper Kansas City has ever had. 





FOREIGN ADVERTISING DEPARTMENT. 
B. D. BUTLER, Manacer. 
JAS. F. ANTISDEL. CHAS. D. BERTOLET. 


52 Trrpune Bipa., N. Y. 705-7 Boyce BuLpa., CHICAGO. 
TEL. 2807 JOHN. TEL. 48x CENTRAL. 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 


The many wall paper cards now 
appearing in the street cars of 
Philadelphia prompted my calling 
on one of the largest wall paper 
advertisers in town, and- our talk 
resulted in my gleaning the follow- 
ing interesting information: 

“There has been of late a marked 
improvement in the wall papers on 
the market. The manufacturers 
have begun to perceive the great 
scope for good designs that their 
business offers, and these they are 
advertising in newspapers, street 
cars, by booklets and posters, An 
admirable paper for nurseries has 
recently come from France. This 
paper contains big pictures of cir- 
cus scenes—clowns tumbling about, 
young women standing on gallop- 
ing steeds, poodles jumping 
through paper hoops and elephants 
ringing dinner bells that they hold 
in their trunks. The new art fig- 
ures in another line of papers; here 
strange, subdued hues of red and 
green are to be seen, with the fan- 
tastic lines, similar to the lines of 
flowers and reeds, that the ‘new 
art’ is said to be based on. An 
old fashion, too, is being revived— 
the fashion of wall papers contain- 
ing panel pictures three or four 
feet square. These pictures are 
usually mythological. But other 
smaller pictures portray more mod- 
ern scenes, and in these huntsmen 
ride to the hunt, Dutch children 


in sabots dance hand in hand, bal- ‘“lis¢ 


let girls pirouette. There is one 
paper that looks, upon the wall, 
like a sheet of pure gold. Another 
looks like beaten silver. Altogeth- 
er the wall papers of to-day are 
more varied and more beautiful in 
design than they have ever been 
before.” 
+ + * 


A novelty which is attracting the 
women to Gimbel Brothers’ De- 
partment Store is the Pure Food 
Show. Forty demonstrators are 
showing how to make as many 
food products, and the presence of 
an orchestra gives the Gimbel 
Show the appearance of the reg- 
ular fifty cent food shows us- 
ually held annually in Philadelphia 
—the difference being that there is 
no charge to the Gimbel Food 
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Exhibition. Here’s an extract-from 
the Gimbel advertisement in con- 
nection with their Food Show: 

Pure Foods are not mere fads, The 
roper nourishment of a people under. 
ies all advancement in culture, art and 
science. Strong minds in strong bodies 
are the hope of the world. 

The Gimbe! grocery business has good 
reason for its existence—wrong ideas of 
economy have made a field for the sale 
of very poor foods. The masses have 
gone wrong—kitchenward—and a thor- 
ough, scientific business was needed to 
call a halt. It is true economy to learn 
better ways in dietetics. The lessons 
are forceful because given by a busi- 
ness organization that has won wide 
renown for carefulness and good ser- 
vice. 

* + + 


A feature of the recent Wana- 
maker page advertisements has 
been the incorporation of terse and 
catchy phrases, each being num- 
bered and called “foundation 
stone.” Here are a few of the 
best: 

“Return of goods arranged quickly and 
pleasantly.” 

“Almost everything sold is return- 
able.” 

“Books or other merchandise not used 
as bait.” 

“Nothing 
ed down.” 

“All prices based on. Cash.” 

“To all alike one price.” 

“No catch penny prices or methods.” 

“No Untrustworthy Merchandise.” 

age largest, fullest assortment.” 

“‘Merchanaise Secured at its Source.” 

“Sure to be first with new Goods.” 
“Price reductions that Really Re 
duce.” — ; : : ‘ 

“No juggling with: tickets, prices or 
imitations. 

“All goods returnable with few ex- 
ceptions.” 
, Rapid sales require fresh Merchan- 


first marked up to be mark- 


“Mutual Confidence.” 
“Qualities First, Low Prices Next.” 


People of the Boardwalk at At- 
lantic City have taken a keen in- 
terest in an example of the hustl- 
ing advertising man’s abilities ‘that 
stares them in the face. The 
wrecked schooner Lee, which went 
hard and fast upon a shoal not 
more than 100 yards from the walk 
several weeks ago, remains secure 
on the sands, with the two masts 
pointing skyward above the sea, 
the hull invisible at high water. 
Of course, everybody is interested 
in the wreck and wants to know 
all about it and-it gave the adver- 
tising man a temptation he could 
not resist. The other day there 
appeared a huge sign, stretched 
from mast to mast, announcing 
“Wilson Whisky. That’s All.” 
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The American Newspaper 
Directory for 1903 shows 


THE 


Pirtspure Press 


to have a larger circulation 
than any other newspaper 


published in Pittsburg. 


C. J. BILLSON, 
NEW YORK AND CHICAGO. 




















INCREASING A NEWSPA- 
PER’S ADVERTISING. 


The following excerpts from an 
address delivered to the Lllinois 
Press Association by Mr. Waldo 
P. Warren, advertising manager 
of Marshall Field & Company, 
Chicago, embody some factors in 
newspaper management that are 
seldom regarded by publishers, 
but which will repay attention: 


The advertising most newspapers send 
to advertising men, such as circulars, 
letters, folders, booklets, are as a rule 
poor examples of advertising, and do 
not make a good impression. They do 
not consider the advertiser’s standpoint. 
They usually brag about circulation, and 
trun down all their competitors. me 
of the advertisements for newspapers 
found in the cmb homage journals have 
merit, but the circulars they send are us- 
ually very poor specimens. 

Speaking of antagonism to competi- 
tors, there is nothing about that which 
appeals to the advertiser. The average 
advértiser has a great deal more respect 
for a newspaper which never refers to 
its competitor than he has for one which 
is always trying to undo some one else. 

There is something inspiring about the 
competition which tries to surpass in 
general excellence, but when effort is 
turned to lowering the other man’s hon- 
est efforts in the eyes of his patrons— 
that is a mistake which hurts the man 
who does it. A newspaper should have 
some distinguishing characteristic. It 
should not be content with a newspa- 
per; it should aspire to be the foremost 
newspaper on local news, or 
news, or financial news, or society news, 
or literary things, or something which 
other papers in the same field do not 
cover so thoroughly. Nothing will 
draw so.much business to a paper as 
the fact that advertisers have to use it 
to reach a certain class of persons. There 
are enough things which need doing to 
go around. No matter how many papers 
there are in a field, there is room for 
each one to do one thing better than 
any of the others can do it. It is pos- 
sible for a local newspaper to become 
widely known outside of its own imme- 
diate field if it contains even one thing 
the le want which is not to be 
found elsewhere. 

Another scope of opportunity for the 
ublisher is that of creating advertisers, 

educating the public to the value of 
advertising. Many publishers think that 
the idea to insert an advertisement in 
the paper originates with the man who 
places the order. Now that is a mis- 
take. Let us suppose there is a mer- 
chant in your town who is in a position 
to advertise. You lay before him all 
the arguments you have to prove that 
it will pay him. You think you have 
won him. But the next day he informs 
you that he has decided not to spend 
the money. You seek in vain for the 
cause of that action. The probable se- 
cret is that his wife does not believe in 
advertising. Your side of the question 
has never reached her. Now if you 
ould educate the women to believe in 





PRINTERS’ INK, 





advertising it would mak. F 
smooth for you, ali... 
Another origin of advertising’ js) 
friends sometimes recommend it, 
business affairs are being talked over 
friend may be in some business w 
never advertises, and he may or 
not ‘believe in advertising; but 
ever it is you are likely to feel the 
echo in the conclusions some of 
advertisers a -«! the a 
you must ) something to educate 
friend to believe in advertising. a 


is a dry 


A 


“ 


i 


Now let us suppose there 
goods store in your town and you get 
an advertisement from it. You may 
think that it originated in the mind lof . 
the proprietor; it originated in the mind 
of one of the saleswomen. She ob 
serves that things in her particular stock 
have not been moving well the past few 
days; and she begins to think about ad- 
vertising. After a while she gets up 
courage enough to suggest it to the head 
of the department. He decides he will 
include a few other items, and then sug- 
gests the matter to the proprietor, and 
the plan receives official recognition, the 
copy is prepared and sent to the 
for publication. Now, suppose t 
saleswoman had not believed in advertis- 
ing? Where would that advertisement 

Advertising does not start nor sto; 
with the people who pay the bills. All 
the ~ le have a hand in it. So if the 

ple believe in advertising there will 

e plenty of it; and if the people do not 
believe in advertising there will be very 
little of it. So advertising- becomes a 
topic upon which the public needs to be 
educated. discussion of some of its 
phases might properly form a part of 
the reading matter of your paper in al- 
most every issue. If such discussions 
can-bring about a wider understandi 
of the subject, so that the money whi 
is now being spent will be more in 
telligently spent, and perhaps a great 
deal more might be profitably spent it 
people knew how and why to do it. Such 
a course of public education would be 
productive of much good for all. 

It is a great opportunity for the pub- 
lisher to teach his public how to use 
the want ad pages so as to get the best 
results. And in almost every instance 
this teaching will mean that the adver- 
tiser shall take more lines and tell more 
in his advertisement. This will pay the 
advertiser in better returns. 


———+— 
CATCH LINE OF _ ADVERTISE 
MENT ILLUSTRATED. 








po ff 


“THE WORKING MAN’S SMILE.” (QUAKER 
TS.) 
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| CLEVELAND is the Metropolis of Ohio: 
Ghe Plain Dealer its Leading Newspaper 








CLASSIFIED ADVERTISING PROVES A 
NEWSPAPER’S ADVERTISING WORTH 


N CLASSIFIED ADVERTISING, more surely than in any other 
| kind, every reply can be traced with absolute certainty. So the 
classified advertiser eliminates every element of doubt as to the 
relative usefulness of given papers. His choice of mediums is founded 
on définite resujts, His experience is worth the consideration of adver- 


aSEIRFESSRS EVESPSE SES 


= 


ei tisers who cannot themselves so certainly measure the value of each 
the medium. 

iat 

‘is- 2 

The Figures that tell the Tale of 1902 
a Columns Classified Advertising Showing The PLAIN DEALER'S 
the published by Cleveland news- 

- papers in 1902: Lead: 

* ong —" pend Over the Press, 773 cols. 25 p. c. 
ss Leader, . 5... +. 2840 12 “ Leader, 1563 1-4 “ 69.7 “ 
: World, .. 1506 1-4 “ World, 2297 1-4“ 152 “ 
ns 

f ek Figures on 1903. 

i JANUARY, FEBRUARY, MARCH AND APRIL. 

be Columns Classified Advertising THE PLAIN DEALER LEAD: 
published by 

se THE PLAIN DEALER, 1402 I-4 Over the Press, 279 cols. 24.9 p. ¢. 
st The Press, . . 1123 1-4 a; ioe oo) a} 
2 The Leader, . . 795 1-4 ere ee 
re The World, . . §02 1-4 “ World, 900 “ 179 

1€ 

‘ The Plain Dealer’s April, 1903, Circulation. 


Daily 64,054. Sunday 58,550. 


The Circulation of THE SUNDAY PLAIN DEALER is double 
that of any other Cleveland Sunday paper and fifty per cent greater than 
that of all other Cleveland Sunda rs combined. 

The circulation of THE DAILY PLAIN DEALER is double that 
of any other Cleveland Morning Paper. 








CIRCULATION BOOKS ALWAYS OPEN TO INVESTIGATION 








C. J. BILLSON, Manager Foreign Advertising, 
Tribune Building, Chicago. Tribune Building, New York. 
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CLASS PAPERS DEVOTED TO IRON, METALS, MECHAN- 
ICS, IMPLEMENTS, HARDWARE, MACHINERY. 


Rowell’s American Newspaper 
Directory, in its list of class pa- 
pers, enumerates thirty-five sep- 
arate periodicals devoted more or 
less exclusively to the treatment of 
matters appertaining to Iron, Met- 
als, Mechanics, Implements, Hard- 
ware and Machinery. 

In me values for an advertiser lst 
the circulation rating is a factor, 
the subscription price another; 
date of establishment has a bear- 
ing, too; so also the frequency of 
issue. It is not to be expected 
that an advertiser using the col- 
umns of any single one will be 
able to appeal to every person in- 
terested in the subjects treated, but ¢ 
a careful study of such information 
as is available will doubtless non 
an inquirer to select papers that 
are probably better calculated than 
others to serve as a medium of 
the others to serve as a medium of 
communication with those who are 
interested in matters pertaining to 
the interests specified. Below are 
reproduced the descriptions and 
circulation ratings of all papers 
specially devoted to the subjects ! 
enumerated. They will be found 
arranged in classes by the order 
of their frequency of issue and 
comparative circulation ratings. 

CIRCULATIONS. 


expressed in letters instead of 
| ~e are elucidated by the KEY 






twenty thousand. 
seventeen thousand five “pundred, 
twelve thousand five hundred, - 
seven thousand five hundred, - 
four thousand, 

twenty-two wo hundred and ‘fitty, ° 
one thousand 
one thousand," - - JKL 
The Directory Editor takes pains to explain 
that: ** Letter ratings are given only in cases 
where papers will not or at least do not furnish 
information oe a an exact and definite 


> ee 

hese marks indicate that the 
paper has a value to advertisers beyond 
the mere number of copies printed; “‘y” 
indicates a failure on the part of the 
paper to convey any information on the 
subject of circulation; “2” that 


D 
E 
F 
Ga 


--| 


and “z 
information about circulation was not 
so definite or tangible as to be satis- 
factory. 


pl 


es 9144x1534; awe established 
; American t Lishers. 
ae 
irca 896, 
asserts, 8 seer eet anitt ton. iso. ‘ini ay la 
1898, “1Ku.”” In 1902, Z (1, 2, 4, 5 
ae. 


NEW YORK CITY. 


SCIENTIFIC AMERICAN; 
days; scientific, mechanical and oe 


sixton 
cuban e de editors an jublish: 


Cir tack te In 7" In 1895, ic In 
ise . In 4 
bin nie + In 1898 1898, yC. In 1899, 


0. 5 , yo. "In 1901, yO. In 1902, 


cAMERICAN MACHINIST ey 
’ ; x es i 
p= TE estab! 7 a J. 


$4; ed ; 
Miller, editor; Me hs Publishing Co., publish- 
iY to rhe pelicen (8). ” 1804, 
reuia oni: Ac ié Jor 
sah ter i 827." in 1 & 7 
1 4 906, ith Ju 

kine, 1901, 16,394; for 


yO ILL. 
POPULAR MECHANICS, Satur. 
pT mechanical; pages 9x12; sub- 
established January, 1x; He 


Fs 1900 


jon $2; 
ny -——w + Popular Mechan cn Oo, 
ublishers. Office, Journal building (2—3), 


ae Actual as e yor @ year 
re aie er ii. éi2. 
MP EM ENT NEWS) 
Thana = i= ieapaomnente: ef 
peas =e paipton #2 quia lished 1 3 


er, publisher. om: 
sei Teraple' ” ee, 


u ations es 1694, | eer 
9,000; in eit 


a th. oo) 10, 
hone, ine 


13: ws ¥ eo! onal oe 4 
4 tor am ear endin i 
10; 3 Sor 19h , 10,41 
ST. ‘tours, 
FARM MACHINE 
thirty-six to one hundred 
es 10x14: semoerteeen Ss os ed 1 
Reifsnider, editor; Haland Publishing 
Co., publishers; dated also at Kansas City. 
Offic e, 506 Olive street (2—3). 
ial : In =. bj bHeher as asserts, ne 


less than 10, isa, 10.4 oon. i ae 
otual ave’ waee J ° n 
Actua 10,288 
Iie 0 258; yor wpraae for 10,095; 70" 104, 
DETROIT, MICH. 


bap 





Mo. 
RY; Tuesdays; 
= Leet four 





ting > 5! Wednesdays; ries, hard- 

—~ and genera merchandis_; 

pan ad het oe 1 axle; subscription $1; 

pee Journal Association, 
~— Office, 61 ‘W. Con narews 6 it. (2—3). 

eatadion: In I “URL.” ‘ie9s, H. 


Actual a In 1901, 
yH. saa Sle ER a 


CHICAGO, 
TISAN AND 


A 
HARDWAKE ki 

ublisher.» Geel apes street ( 
yay. istions Actual an -& 

Pi G. A 
NEW YORK a" 

IRON AGE; Thuspda 8; hardware, tree 

d metal; one _ 


ting and ventilation; fifty to 

a ight ay cicht Be {ae De S6x 196), subs ey 2 
(2—3 

I75 toot" 6 San ini tia 

hes oe a ubeoription $6: estab 








oo" Ft -= 


lille itn ie 





Williams Company, publishers. Office, 232- 


ios tn 1905, F, In 1896, F, In 
1997, Y. In 1898, yG. ak, In 190, 9G. 


Te WORKE Ki Saturdays; 


ig’ und 3; 

eee rtone ; established 1874; Davia W wil. 
mpany,editors and ublishers 

ta Oh cago, Ill. Office, 


ul sie : In 1008, Fe n 1896, 
Ory. in § 9 ete, YG, In Tab0, yh. eye 
In ‘ohn yl. In 192, yG. 


CHICAGO, ILL. 

Weer, 4 AND MACHINERY 
Taso thirty atx tostxty pages xis, 

andm ion Bases ty ode 2D ice F 


born s' =. 
Cireuiation: = me publisher aterta.no 


an ‘ini voi pn GZ. 4 

« iD em. ctual 

i, HL nding with July, 1901, 

3.59 ° In 1900, (2-1, 2, 4,11) H. 
peresoene, tts i. 

Cc A y ACTURER 
afb ine hyp De: days, sion 
ae 8 GED, subeor 1 Bias 

Botiine' Go. Se a petroleum ar. 
ed monthly, subscription $3. 

Smee. aN Ninth street (8— $. 
Circulation: In 1895, I. In 1896,f, In 1897, 
publisher asserts, not less than 2,000. In 1898, 
eat In x yl. In 1900, yI. In 1%, yl. 


ST. LOUIS, MO. 
TOVES AND HARDWARE RE- 
RTER: Thursdays; stoves and hard- 
ware; fifty-two es .% subscription $1; 
established 3 fT. wman, editor: 


li 0 
Cirelasions In_ 1895, In 18%, G. 
1897, Y. In 1898, rH. im 1895, YH. In’ 190, y, 
In 191, yI. In 1902 .y 

CLEVELAND, o. 

IRON TRADE REVIEW; Thursdays; 
machinery, metal-worki ey | trade, 
and iron and steel _— ufacture; fty two 
to taved 108 ohisa 9x18; subse: ription 3: estab- 

L. Findley, editor; ron and 
oom y pa blishers. Office, 
| Rare Bye Circulation “zx.” 
YOUNGSTOWN, 0. 
INDUSTRIES; Thursdays; masels, 
pane Ay coal; twenty-four mae 
mn 63; established oma E. 7 
Reilly. sattore The Shenango 
Valley Pablishing t Co., oe pablie ore(s9). 
BI-WEEKLY. 
MINNEAPOLIS, MINN. 

HARDWA RE TRADE; bi-weekly, 
Tuesdays; thirty-six es 10x14; subscrip- 
= rH ‘established 1890; Commercial Bulle- 

oe conpeny: publishers (i-8). Office, 718 


Circa lation: Accorded H from 1892 to 1895. 
1nis896, H. 1897. Y._ In 1898. vI. In 1899, yI. 

In 190, a Tn 1901,yI, In 1%2, yl. 

SEMI-MONTHLY. 
CLEVELAND, 0. 
ENGINEER; semi-monthiy; engineer- 
spend mecninetz ae ninety toro peers! 14; 
ption $2 neer 
i Co., editors and publishers. ce, 
Blackstone building; da’ also at New 
York, Chicago, Philadelphia and Boston(8—8). 
Circulation: Batis ried from 9.500 in 
oe Ey eg a. In Lh POR 
° vjctuat average , 
wer in er 1901, yD. Actual a ‘or 
; ie ending with January 1908, 21,354. 
KANSAS CITY, MO, 

’ IMPLEMENT TRAD DE JOURNAL: 
semi-monthly; farmin; lements; thirty- 
six to fifty 11x1 aa ri tion 1; e8- 
tablished 1 i886; Clifford F. Hall, editor; Imple- 
t Trade ieareet Com mpeny. pub! blishers, 
Circulation: Rating varied from H in 1894 





william surest. $F Som 
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ee ae 2 H. P= 2. B 


In 
In 1899, Actual a 
jaa e,b95. + in ion pany OE Actual goer Mal aeerage 


=~ pod “Eee 
HARDWAIE: somim Sen mynd 
six 
tion $1; ; establish 1890; Hardware Publish. 
any, editors and publishers. Office, 


y (3—3). 
reais In 189%, H. Ao’ 
Sa ne aire ie Ae 
ue at average for 18 1902, oe ‘Sez. 
CHAT tena bg aeons, 
TRADESMAN; semi-monthly; me- 
chanical and metallurgical; one hundred and 
REY subscription $y estabiched ih PSSE 
; su in $2; ; J. 
Mactowan, editor; Tradesman Publishing 


ers. 

Ci gost 
tah A 8. ta 1997 GZ 8 9, 
. 7G n 1900, ‘a 1 1901, ( ome tf 

G. x2, YG (@ 

PuLADELE TA 

IMPLEMEN Kj semt- mor -monseiys 

- lements mused arty lx ix to 
x15: su tion a - 

Mee Ree win lan Pu ishing Co, editorsand 

blishers. Office i Che erry stree 

reulation: Accorded a. from 1898 to 
1895. In 1896, H. In 1897, ¥. In 1898, vi, In 
1899, yI. In 1900, ale In ‘1901, 7 In 1902, yI. 

COUNCIL aLUPTS, IOWA. 

IMPLEMENT ALER + 
monthly; manufacturing ah twenty: 
six pages 9x12; gubeort _ on 50 cents; es' 
lished 1898; Fred M.Loomis,editor and pub- 
lisher. Circulation “ax.” 


MONTHLY. 
NEW_ YORK CITY. 





mn thirey. Sere pager wot b; subecriptio nS; estab 
0 ae ion $1; 
lished 1894; ah enito iP, The In- 


trial Press cbitebens. “ye rints an edi- 
tion entitled nieary that hones Office, 9 


STEAM ENGINEE RING: monthly; 
mechanical and _ neering; eighty- — 
gigh -eight x13; subscription $1; 

1 aniel Royse, editor; Windsor 
& Kenfield Publishing Co., publishers. Office, 
45-47 Plymouth place (2—8). 
Circulation: In 1895, 


21.575. ‘In 18%, yD. , ¥R. Act 
average for a year ending with July, 
te g with ae. 


IONAL WOOD- 
WORKER A TION fraternal; sixteen 
9x12; subscription 50cents; lished 

oa I. Kidd, editor; Amalgamated 
‘Workers’ International Union of 

ame lishers. Office, 616 Garden City 


ae In 1896, H. In 1897, HZ. 
n 1898, y > Actuatazerage for 1899, 6,737. 
in 1900, m5 i In 19fyH. Actual average for 


poomne Hmonthly; wood-work 
; mont. - we wor 4 
twenty-four 8x11; subscription $1; es- 
tablished 1 ohn Adams Heinsen, editor; 
A. B. Smith Machine Company, publishers. 
Circalati 1900, “uxe.” Actual a 
age for 1901, 18.500. In doe my at 
ST. JOSEPH Sk 
THRESH RMEN'S EVIEW; 


Feze 





monthly; farm machinery; 

11x15; subscription 50cen tat sata ; 

$c ahh, eshermonrs Review 
m 


Company, publishe In "1596, E. Actual average 
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for 1897, 16,442, In E 
Actual 
1901, yO. In: In : ier 35,3 


SMITH aN iD WHEEL- 
ag monty eas, mee 
Richardson Company editorsand publishers. 
Circulation: In isos, \ pablicher regi 
Lao for 185,838 OD, for 1 BOT 4, 

Bete Senda AUT Fc 


1395. t; 


ARE. DEALERS’ MAGA- 

zh E; ponthe, hardware; one 
sixty-four to one hundred vy ay 

ox 7x10; subscri, 1; 

1898; James H. Ken: 


Bags or thn: 14 1 aneragesor } 
73.3410 1901, 1743 42 Tor ay Jor 192, 


MINES AND MINrt Ls, monthly: 94 
9x12; subscription 


iy establish 1881; . Stoek, edi 
1, ma Be Textbook Gr Co. ee 
igen = a 


io 
‘or 1896, ‘sis; , For 19 1 
A 1 
he oben oi 


rere _— 

FARM a PLE NT St monthly 
cultura mplements forty-e' light a 
pate iS, subscript ~e FH established 

Pryor, Farm Implement 
bene Company, publishes: dated also 
at Saint 
Circulation: In a 1086, publisher asserts, not 

ctual ave 


.; "8h, 
rte se soe tip +2123 fort 


ty hits ~y a year ending 
or @ year 
with pir ‘1002, 'y 'y,521 _ 
pal, nc IND. 
WoodD-WORKER; Se 

mechanical; seventy -six es 7x10; 

scription $1; estab ; 8. HL A 

editor and publisher 

Circulation: In “ines watches asserts, 
In + Ve 


pos meee § eran Sam, Te 4 > , j 
n yI. Actual average for 
1900, S000. In 191l,yF. In192,yF. 
MINNEAPOLIS, MINN. 

CROW BAR; monthly; blacksmithing, 
questewe eae and hardware; twenty- 
x12; subscription 50 cents; es- 
tablished 1 70; P. Hand, editor and pub- 
lisher. Office, 247 Hennepin avenue (12—2). 

i bee Actual average ha 1 

Fe ss ier 623." In 1899, yG, Act: 

or ibs ‘175 for a year end- 
ing with a 1901, 45 4. In 1%2,(z—4) G. 
CLEVELAND, 0. 
OUN DRY» monthly; }foundzy pustnees; 
ninety, 4 to on 


thirty-six 
pages (ss 0; su priests i established 160; "303; 
A. Penton, Steel Press 


Company, publishers. ‘Omics. 1004 Rose bldg. 
Circalation: In a sears oe aqoorte, 


aoe for Weel, 620 or ies, 4°S01 
ie 807 fore ier aa OR ‘ber 


CINCINNATI, o°* 
GAS E NOINE LS monthly ; mechani eal; 


pes a 81x 04; —- tion $1; 
ished 1000; Gae Engine Publishing Oo, 
citterees and publishers. ‘omee Goodall bldg. 


ivcnle . 200Cs ( for {00 5.000. 000. 
‘or } ° ° 
In 1e5or yH. “fei (6) ’ 

Ae 


MINI REV IEW "AND METAL- 
pa Aine 5 Rt mining minerals 
wenty pages 9x12; subscrip- 


tion $1; sees ished 3008; B. A. Tatt, 
called, Mining } Koes OMtiee. "gp din 
born street (30 mA 

Cireulation: n rao dy Tn 1902, (z—4) H, 


TY. 
RAILWA Yi "MACHT NERY y mou 





terG, 
E. Rogers 
| ah b= blishers. Office, 9-11 Murray 
@ Circulation: ini a, Hi. " 


MAST 6 
rei month 3 ai ADEs MECHAn. 


sane Cae usep Bre’ 12; subscription 

ye V.Crandall,editor 
$ ga —. 

bas gaioutens te In iin Hi. In 18, 
a not -t-y » then 

1901, ig "in wih 3 1.24 yy: Mae 


Ww YORK 
COMPRESSED A Tae monthly; 


; sixty-four subsertp. 
need ~ ctual averag a, 


+433. In 1898, vit In 1899, Hi. maaan 
n 191, yI. yet 1902, 2, 


see 





DIX]E} mo monty mechanics; otgner om four 
tion 

itart i - M. Indus 

trial Publishing Oompany: publishers. 

Cizgulasions pate vepies LS: 

1808 7, ts "1999, y1 In" 10 1900, yI.’ 
yi. ; - in . 

(2—1, 2, 4, 5) Ie an: iba, y y 


MODERN MACH cay i, ¥ ;, monthly; 
mechanical; ee 3 to one hundred pages 
9x12; subscription Be established — 1896; 
Modern Machinery blishing Co., editors 
and publishers. Office, Security bidg. (2-3). 
Circulation: In 1 “ax.” In 1899, 
In 1900, zl, orn 01, (2a) Hen 18, 1 


ENGINEERS’ REVIEW; monthly; 
mechanic enginoering sixteen en 9x12; 
subscri 4 ee estab! ished 189 3 We 
W. Ben itor and publisher. Office, 
318 Seneca 6 nireet. Vg sory “URL.” 


MILL AND SHOP’ NEWS; month 
textile, | wig and mechanical; twen 
six to ad ae x104¢; sont; Sweaty. 
$1; establ hea. Dowd, editor and 
publisher. Office, 74 tnais street (2-3). Cir- 
culation—In 1897, Z. In some "UK." 


SAN "00A8 


CAL. 
T WOOD AND 
IhON, tte of —— r; | forex, Pages 
11x14; subscript ion $1.50; esta’ oe 
8. L. Everett, editor and ‘publisher 
{Californie street Circulation “ani.” (A A} 
EVADA, IOWA. 
rere ; ILERS' SEN reign pages #1 
mpiem 6; 
subscription 50 cents; estab Sifved tie: De D.M 


Grove, editor and publaner. Cire’n “xi.” 


‘TLANTA, 
HERN INDUSTRIA 
Hed BERN AURUSEELAL 
su te) 
lished 1890, WB. McK ht, pels and ub- 
lisher. Circulation “yx1.” In 1901, “axu.” (+ +). 


NEW YORK CITY. 
NEER, monthl TIONAL STEAM ENGI- 
ER team Fi monthly; International Uaien of of 
a mechanical and e: 


ns 7x10; subscription 
fs established July, 1902; s Patterson 
aes, editor ; potationary nginesr Pub- 
lishing Co., publi: ce, 108 Fulton 
street rer 
mi. ie ee BER, me monthly; 
is; Te eight 
tion $1; estab! 





pA —$ 1908; Erwin 








—ees eee or 
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editor; Metal Industry Pu lished 1806; Albert Sauveur + Bos- 
Spormublishers. Meta ee ae Testing Puilabers.“Oftee, 


ton 
BI- MONTHLY. Cia ae. ewe 

: PHILADELPHIA, PA. “BRIEF AS THE LIGHTNING IN 

PLE Hater MA UERREAN THE COLLIED NIGHT.” 
y; iron j olghs pages Hixit; —— one of Ad cardinal vir- 
jon $4; established ames tues of advertising. ake one point— 
Swank, editor and publisher. Oitice, 261 8. make it short and sharp and pound it in, 
8 * is a safe rule to follow. The pica 
lation: In 104, gue ms, eblisher personal letter. style of advertisement 
asserts, Min 1898, ““aKde"” to iso. Z(1,2,4,5). 1s having a revival just now. Some of 
Le ewe ae the examples, though good in other re- 
UARTERLY spects contain about three times too much 
Bo. = matter, Quality rather than quantity*in 


IHD. advertising will draw the biggest crowd. 

a tkgg MEL TALANSMISSION: This must not be understood as an argu- 

ar enicals seventy-two ; ment against large advertisements. he 

subscription 25 cents; lis! ; bigger the advertisement the _more cer- 

‘and Transmission Publishing Com- tain it is of attracting attention. It is 

, editors and publishers. the long, intricate sentences, the mul- 

Dircalation: parist es from a = tiplicity of words that I object to. Ideas 

! in 1 oh ve "1900. @, Actual can be expressed ag well or better, in 

yF. on a year ending with June, 191, fewer words, and stand a much better 

writs. In 12. 70. chance of catching the eye of the busy 

r HOBOKEN, N. wi sending ae. faener the quatten 

INDICA. that wou e asked if you were sell- 

Fee ety Soneary, pri yuly and ing goods over the counter. One thing, 

;_ mec! e ; one hun- however, must not be overlooked. It is 

os and Gisty es 7x10; eapeorpnce that a jarge ad carries presti by its 

; estab! ; > size. ou never see a small concern 
ean. cdltor: Alumni and Undergraduates of B 


Techn lishers With a page or half-page space. ig 
natitute of ology, pub bargains and big stores mean big ads, 
an 


Circulation: In .-% Actual aver- this you will find to be universal. 

age for 1899, 1,000. 1900, “7x.” It will apply, as a rule, to every adver- 

qoerage Sor @ year ening with June, 1901, tisement you may find, and is a feature 

ues $13. @ year ending with October, of the American style—St. Paul Trade. 
, e < . 


- 








METALLOGRAPHIST 5 quarterly, Prope don’t care for hard luck stories 
January, April, bay ad October; ninety: —make your advertisement happy.— 
four pages 6x9; subscription $3: esta White’s Sayings. 





Minneapolis Leads the World. 


Minneapolis is the greatest flour yom, Ngee in the world, 
its annual cutee being nearly 17,000,000 barrels. 

Minneapolis is the greatest primary wheat market in the world, 
its annual receipts and shipments being over 97,500,000 bushels. 

Minneapolis is the greatest primary flax market in the world, 
its annual receipts being over 10,000,000 bushels, 

a is the greatest primary potato market in the 
wor 


THE JOURNAL Leads in Minneapolis. 


THE MINNEAPOLIS JOURNAL, with a circulation of more 
than 57,000 copies each issue, is delivered into ninety per cent of 
the homes of the purchasing classes in this great city of the North- 


THE MINNEAPOLIS JOURNAL is a high-grade afternoon 
paper, delivered into the homes at two cents a copy, not a continu- 
ous performance sheet issuing at all hours of the day, with the 
bulk of its sales on the streets at a penny a copy. 

THE MINNEAPOLIS JOURNAL carries more advertising, 
local and — in six issues a week, than any other Minneapo 
paper in thirteen issues a week. 

What more need be said to demonstrate the value of this paper 
as an advertising medium? What has been said can be posthively 
proven to the satisfaction of anyone. 


M. LEE STARKE, 
Triktw vouk= Mgr. General Advertising. —T*!bune. Building, 








WEEKLY AD 
CONTEST 


For the purpose of fostering 
an ambition to produce good 
advertisements, retail and 
others — Printers’ INK con- 
ducts this weekly contest. 

Any reader or person may 
send an ad which he or she 
notices in any newspaper for 
entry. 

Reasonable care should be 
exercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 





to any other submitted in the] 


same week. The ad so chosen 
will be reproduced in Printers’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to Print- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 
Weekty Ap Contest, Care 
Editor PRINTERS’ INK,10 Spruce 
Street, New York, 


PRINTERS’ INK, a 
TWENTY-FOURTH WEEK 





In response to the competition 
announced here thirty-four adver. 
tisements were received in time for 
report in this issue. The one re 
produced on the opposite page wags 
deemed best of all submitted. ff 
was sent in by W. P. Bottolfson, of 
Winona, Minn., and it appeared 
in the Milwaukee Sentinel of May 
17, 1903. A coupon as provided 
in the conditions of the contest 
was mailed to Mr. Bottolfson. The 
other thirty-three advertisements 
appeared in the following twenty- 
three periodicals: 

Philadelphia, Pa., Record; Oconto, 
Vis., Enterprise; Schenectady, N. Y,, 
Gazette; Memphis, ‘Tenn., Commercial; 
Denver, Col., Kepublican; Milwaukee, 
Wis., Sentinel; Dubuque, la., Telegraph; 
Philadelphia, Pa. North American; 
Philadelpaia, Pa, Bulletin; Philadel 
phia, sa. rarm Journal; Milwaukee, 
Evening Wisconsin; Chicago, Ll., Daily 

ews; Minneapolis, Minn., 7ribune; 
Easton, Md., Star-Democrat; Pittsburg, 
Pa., Times; Wamego, Kas., Kansas Ag- 
riculturtst; New Hampton, Ia., Gasette; 
Chicago, Ill, /ribune; Sioux City, Ia, 
Journal; Los Angeles, Cal., times; 
Los Angeles, Cal., Eapress; Hartford, 
Conn., mes; Chicago, Ill, Inter 
Ocean. ‘ 

The managing editor of Print 
ers’ INK would like to see still a 
wider range of country covered 
wherefrom advertisements are sent 
in to take part in the contest. For 
this reason he would be pleased to 
have publishers send in the names 
of their retail advertisers, who 
might be interested in reading the 
Little Schoolmaster. To such 
names sample copies will be mail- 
ed free of cost. Help the dealer 
to create an interest in intelligent 
advertising and you will surely 
help your own advertising patron- 
age. Those retailers, who are al- 
ready readers of Printers’ INK 
appreciate the helpful suggestions 
and ideas which they get from 
the paper and as Printers’ INK is 
the best advertising school it 
should be in the hands of every 
rogressive young business man. 

here is a grand opportunity in the 
advertisement field for young men 
and women of ability—create and 
develop yours by a year’s reading of 
PrinTERS’ INK It can_ be done at 
home, and was the starting point of 
many now famous advertisers. 
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DID YOU 
EVER STOP TO THINK 


about owning a home of your own? Why pay rent forever? 

We make it easy for you to possess a home in the most beau- 
tiful spot in all Milwaukee. We help you buy the lot and to build a 
house upon it. Small monthly payments equal to about your pres- 


ent rental is all that's required. 


This property will treble in value within ten years. Every 


indication justifies this belief to the 
conservative financial judgment pr 


int of conviction, The most 
icts it, 


ag you call tomorrow and see us’ at our office and, we 
will tell you all about how to own a home in Prospect Hill, 


HACKETT & HOFF 


COR. EAST WATER AND MICHICAN STS. 





PRIZE AD—TWENTY-FOURTH WEEK. 








“THE YOUTH’S COMPANION.” 

The Companion had been _ started 
early in the century by Nathaniel Willis, 
father of N. P. Willis, and held the even 
tenor of its way as a rather namby 
pamby child’s paper, until by a curious 
combination of circumstances Mr. Ford 
woke up one morning, in some suprise, 
to find himself its sole proprietor. It 
had then about five thousand subscrib- 
ers. Being a man of broad business 
views, he had at first hardly dreamed 
of doing much with it; but while look- 
ing about for an enterprise nearer the 
level of his ambition, he put some 
money and a good deal of energy into 
the little paper. He was “ashamed,” he 
once frankly confessed to me, to con- 
nect his reputatiton with “so small an 
affair;” and so issued it over the ficti- 
tious firm name of “Perry Mason & 
Co.,” by whom it purports to be pub- 
lished to this day. It was for a lon 
time a mystery, even to those who ha 
transactions with the concern, who 
“Perry Mason & Co.” could be. There 
en no other “Perry Mason” or 


was t 
“Co.” than the quict little man with 








the pale forehead and round, smooth 
face, whose plain signature was to be- 
come so familiar to me, signed to let- 
ters and checks, Daniel S. Ford. From 
a mere child’s paper he converted it 
rapidly into a miscellany of the very 
first dees for young people and families. 
Its circulation increased at a rate that 
astonished Mr. Ford himself, rising by 
waves and tides from thousands to hun- 
dreds of thousands. He was at first 
alone in the editorship and business 
management. Then one by one others 
were taken on, until there were any- 
where from _ twelve to twenty on the 
editorial staff alone. The paper adopt- 
ed the policy of securing for its ad- 
vertised lists of contributors banner 
names, which were paid for and pa- 
raded at a cost that would have ruined 
in a single season a periodical of less 
affluent resources. Even members of 
the English royal family were induced 
to become contributors to the paper 
which Mr. Ford, a few years before, had 
heen ashamed to put his name to as pub- 
lisher.—J. T. Trowbridge, in Atlantic 
Monthly, 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


The most notable event of in- 
terest to advertising men since I 
last wrote to Printers’ INK has 
been the attention which the Press 
in this kingdom has at last 
been induced to give to the sub- 
stitution question. The first gen- 
eral newspapers to start a cam- 
paign against substitutors were the 

orning Leader and the Express 
of London. The Leader last year 
published some articles (some of 
them, I may now admit, from my 
pen), and a long succession of ex- 
ceedingly clever display ads of 
their own, on the same subject. 
Latterly there has been a_ recru- 
descence of the subject in London 
dailies. The Telegraph published 
a short article; the Daily News a 
longer one; the Leader, again re- 
verting to it, last week had a very 
clever article (I didn’t write it) 
headed “Curiosities of Conscience,” 
which led to an interesting corre- 
spondence, in which (with a fair- 
ness characteristic of this paper) 
the substitutor himself was allow- 
ed to have his show. But the pa- 
per which thas devoted more space 
than any other to the matter has 
been the Mail, wherein six long ar- 
ticles, embodying the results of in- 
vestigations practically made by a 
special reporter, appeared in quick 
succession, covering a large num- 
ber of trades, as druggists, oilmen, 
grocers, restaurants, dry-goods, 
pattog mel warehouses, and the 
arge class of stores classed as gen- 
eral. As usual in England, the 
Mail shied at actually naming the 
proprietary goods which were ac- 
tually. substituted to the reporter; 
it would be too much to expect a 
British newspaper to mention an 
advertiser by name! About a hun- 
dred country papers have since 
taken the matter up, and treated of 
it in articles of varying extent and 
greatly varying merit, but all 
sound. as to tone. A_ sixpenny 
pamphlet, with the breathless title 
‘The Fraud of the Label—a warn- 
ing to dishonest tradesmen and 
Honest Buyers,” has been_publish- 
ed by Limpus, Baker & Co., pub- 
lishers, London, in which the Mail 
series and a selection of the most 


interesting articles from the 
try papers are reprinted. ./ 


book has on the title page a 
quotation from Sir alter Scott: 


never seen it; others denied that euch 


—Str » 

This would make it appear that 
so apparently modern a fraud as 
substitution is as old as the time 
of Queen Elizabeth—or that it. wag 
so prevalent in his own day as to 
Pn a Scott think it must have been 
sO 

+ * . 

A campaign of this kind cannot 
fail to do good, not so much by 
awakening the consciences of shop- 
keepers (which are probably. past 
praying for) as by demonstrati 
that it doesn’t pay to be shabbily 
dishonest. There is a great deal 
of substitution that the law can- 
not punish, but that public opin- 
ion can and will punish, and now 
that the papers are educating pub- 
lic opinion, we may look for an 
improvement. I have so often 
grumbled at the supineness of the 
newspapers of my country where 
the interests of advertisers are 
concerned, that it is an unexpect- 
ed pleasure to record the fact that 
they have been at length awakened 
to their duty. 

* + * 

One rather amusing result of the 
recent awakening, has been. the 
production of the following ad 
vertisement by those very smart 
and sound advertisers the Vi-Co- 


coa people. 


A GOOD WORD FOR YOUR GROCER 
— wesreetine 





I do not know how (if it is true) 
Vi-Cocoa has escaped the bane o 
substitution; probably it hasn't, 
but the makers think it has. But 
no one can deny the cleverness of 
the way they have sized the chance 
to hand out a little flattery to their 
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rters. Whether, in do- 
om ey are quite loyal to their 
own class is another question; but 
if the facts as they regard them 
are thus, I do not see why they 
shouldn’t publish them, 


* * * 


The most hopeful circumstance 
in the whole affair is that the pub- 
lie, as correspondence in the news- 

rs revealed to quite an unan- 
ticipated extent, are growing, or 
rather have already grown, exceed- 
ingly resentful of the substitu- 
tors “Just as good” talk, and a 
letter in the Chemist and Drug- 
gist plainly voices the feeling that 
exists and is increasing in a trade 
which is accused of being one of 
the worst sinners. Under the cap- 
tion “Is it worth while?” the 
Chemist and Druggist correspond- 
ent asked his fellow druggists, 
whether, after all, the time had 
not come to recognize that the 
amount of profit that can be fur- 
tively made by trading on other 
folk’s advertising is no longer 
worth the irritation and loss of 
prestige involved. It is not to be 
expected that this sort of letter 
would have altogether an enthus- 
jastic reception; but I was pleas- 
ed by the tone and temper of the 
replies which it provoked. These 
things make it pretty evident that 
the drug trade at least is getting 
pretty tired of substitution. The 
Warnings of advertisers are evi- 
dently having an effect. When 
a man goes to the druggist for an 
advertised medicine, and begins to 
have talk about “something else 
just as good” handed out to him, 
he is more and more developing 
the habit of walking out, and go- 
ing elsewhere, taking with him his 
general business, which the drug- 
gist doesn’t at all like losing. 

* * + 


_ As a matter of fact substitution 
in the drug shop is bound up with 
the cut-price difficulty. utting 
has been taken to such a point that 
there is practically no profit for 
the retailer on patent medicines 
and similar products. This in- 
creases the temptation to substitute. 
and substitution is the one thing 
which prevents large advertisers 
from stepping in to stop cutting. A 
number of small sellers, and a few 
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larger ones that for some individ- 
ual reason depend to a greater ex- 
tent than most on the help of the 
retail trade, are already protectors 
of price. They have just been 
joined by Scott’s Emulsion. But 
so long as substitution is as rife as 
it is, cutting will never be inter- 
fered with by advertisers general- 
ly. It isn’t, in plain terms, good 
enough to raise the price which 
the consumer has to pay, to alien- 
ate the big cutting stores, and 
create difficulties in trade general- 
ly, to please substitutors and 
make substitution easier. A rise 
in price, due to protection against 
cutting, makes substitution prac- 
tically inevitable in a large num- 
ber of cases. A man who is a 
steady user of a certain article at 
one price, if asked to pay more, 
inevitably kicks, and probably 
starts for the door to see whether 
he can’t do better elsewhere. How 
are you to expect that the shopman 
will not try to sell him something, 
no matter what, to keep his trade? 
The large advertisers see that, and 
they consequently keep strictly 
aloof from the association of drug- 
gists which tries, by methods not 
always unobjectionable, to force 
price-protection. 


Some men’s idea of economy is going 
in debt for everything —White’s Say- 
ings. 


—+9>——_—_— 
FAMILIAR TO ADVERTISERS. 











TOP OF COLUMN, NEXT TO READING MAT~- 
TER. BROCKTON, MASS., “TIMES,” 





HIS OLD LOVE. 


Harry H. Hopcson, 
Real Estate and Auctioneer, 
732 Common St. 
New Orveans, La., May 23, 1903. 
Editor of Printers’ Ink: 

My early efforts in writing advertise- 
ments prompted me to subscribe to the 
Printers’ Ink which I did for several 
ears. I stopped my subscription; in 
inding I had run out of material I de- 
cided to take up your paper again seek- 
ing for new ideas and new thoughts. I 
send you copies of my last efforts, 
as I notice under the head of notes you 
are criticising different efforts, and ask 
that you will look them over and any 
good in them you can attribute to the 
assistance of your most valuable jour- 
nal. We find that these little folders 
are bringing us a great deal of business 
as we thin they tell exactly what we 
do, and our facilities for doing it, and 
it is surprisi that we get business 
from parties who have known us for 
years because they describe in a fewlines 
what we want, and what we do and 
parties knowing us for many years are 
reminded that we are in this line of 
business. We do quite a large business; 
we are often asked if advertising pays, 
and it is surprising to us that such a 
uestion is asked when it is a well known 
act that those who do not advertise are 
struggling for an existence. While your 
paper appeals a great deal to store ad- 
vertisements we hope that you will from 
time to time give us some good pointers 
on real estate advertising, as I am-satis- 
fied you must have many real estate 
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agents as penerioegs to your valuable 
paper. Yours truly, a 


Te» GE Hite’ a0.) 


It is with pleasure that the 
Little Schoolmaster reads letters ag 
the above when they are accom- 
panied with the proofs of what 
the writer asserts. Mr. Hodgson 
sends four folders, which are laud- 
able for neatness, excellence and 
business wisdom. They are envel- 
ope size and can easily be slipped 
in every letter that leaves the of- 
fice, a practice which is not as 
widely and persistently indulged 
in as it ought to be. Pkrtnters’ 
INK likes to hear from real estate 
men who do excellent advertising, 

—_——_+or——————_ 


Goop impressions are the results of a 
well-directed purpose. When an adver 
tiser fails to make his readers ap- 
preciate his proposition, the chances are 
he doesn’t know exactly what he is 
driving at himself.—Jed Scarboro. 

—__- +e 

What has become of the man who 
said three years ago that Mr. Cyrus H. 
K. Curtis would not make a success of 
the Saturday Evening Post and that the 
big investment he made the first year 
in advertising it would become a fail. 
ure?—Mahin’s Magazine. 





tion comes he daily news: 
its great educator—T E 


AN EXCEPTIONAL 
ADVERTISING MEDIUM 


RAND RAPIDS, MICH., is the best town throughout the Central States in 
which to introduce new proprietary or food prod 
the great and continued prosperity of its world renowned furniture factories. 

Another important factor is the business education of its people. 

very closely to the advertising business. The time r 

of goods depends upon the conditions and education of the customers. The educa- 

res t -_s one im 



















ucts. This is due largely to 


The latter applies 
uired to sella certain amount 


rtant point of this market is 


PRESS, which is known to ali 








prominent advertisers by the Lm 3 pecttion it occupies in the advertising field. 

THE EVENING PRESS has had a phenomenal growth. We have 
watched its circulation grow from 7,000 to the present 35,000 mark, and during this 

¢ we have used its columns for a varied class of advertising business. Further- 
more, we have yet to find an evening news aot which, with a like appropriation, 
will sell as many goods in their particular field. It covers the territory more closely 
than any newspaper we know of in cities of 100,000 population or more. It circu- 
lates 20,000 Sy vend in Grand Rapids, which is about one to nye house, and with 
the rural and inter-urban routes, 15,000 su ibers have been added to the city cir- 
culation within a radius of 150 miles of Grand Rapids. We will gladly vouch for 
its ci tion, its character and its value as an advertising medium. 


SHAW-TORREY CO., Ltd, 


THE EVENING PRESS. 
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Nore.—Advertisements under this caption are 
according to the Itt wary # detailed circulation statement 
rectory a detailed c ation 8 . 

wg or arded the — who believe that an advertiser has a right 


are generally 


These 
to omer w what he pays a hard cash 


tains the details of the publication’s charac 


denote the average issue for the 
i . to 4 ~~ denotes the page in Ld Tee 


accepted from publishers who, 
per Directory, have submitted for 
duly signed and dated. 


oma indicated. The light-faced 
ewspaper Directory which con- 


Advertisements under this caption will no ‘be accepted from publications to which the 


ee Newspaper Diveonery © Goons the sign ( 


), the so-called gold marks, denoting 
ts under this classifica- 





rior excellence in — 
tien, if entitled as 


cents per line Galer @ YEARLY contract, $20.80 for a full 


above fo 
year, 10 per cent discount rit paid wholly in advance. 


ALABAMA. 

‘irmingham, Birmingham News. Daily av- 
Py 02,” 18,488 (34); first four months 
1903, 15,998 ; April, 1908, 17,473 5 guaranteed. 

Birmingham, :y r. pager. daily. Ave 
we 8,9 1 (34). atz, . Katz, Special Agent, 

mery, advertier Advertiser Co. ae. 
rculation for 1902, guaranteed, dail 1S. 
Bes weekly 12,841, Sunday 14,6 
CALIFORNIA. 


reano, Morning Republican, daily. Average 
of 1902, 4,644 (67). Z. Katz, Special Agent, N. Y. 


Oakland, Tribune, daily. Ave for 1902, 
9,952 (75)." E. Katz, Special Agent, New York. 


San Francisco, Argonaut, wee ~% Ave 
tay ne E. ce a Agent, N. 


isco, Bull R. A. Crothers. Av. 
tr ty daily ele 1b. oa “at, 802 (80). 


San Franeiaeo, Call, d’y and 8’y. J.D. Spreck- 
els. Av. for 1902, d-y 60,885, 8’y 71,584 (80). 
Meg ee 
Denver, Post, dai inting and Pub- 
lishing Co. ym ior 1908, Ba itt (9%). 
oa DOMNEOTIOUT. 
es, daily. W.O.Burr. Average 


Hart 
for ton, re very — 
New Haven, Lg my ladium, dail pent Ee ‘or 
1902, 5,500 (114). E. Katz. Catz, Spec Yi 4 
New Haven, Union. Av. or a d’y 15,881, 
8’y 8,825 (114). EZ. Katz, Special Agent, Eas 
Nerwich, Bulletin, weekly. Bulletin Co., pub- 
lishers. Average for 1902, 4,659 (115). 
DISTRICT OF COLUMETA. 


Washington "lv. Star, ta ert 
paper Co. Average for 1902, 88,748 @ous. 


RT eee 
FLORIDA. 

wee RTS Gas RR Cee agent 

ee SSi: OE GTR Ta 
ILLINOIS. 


Cairo, Citizen, weekly. CitizenCo. Year end- 
ing Dec., 1908, no issue less th ess than 1,000 (161 : 


for 


for 
. ¥. 


Ohieago, Bakers’ ’ Helper r, monthly. 

Clissold. Average for 1902, 4,050 es) on * 
a Fo. Breeders’ Gaastte, shee week- 
ly. Sanders Pub. _ Average for "10 02, 60, 052 

in ‘Average fret 5 weeks, 4 1903, 66,496. 

Chica ote * e, monthly, D. H. An- 

derson. Mereas for eas (i). 
olay, Srek Live Stock Report. weekly. John 

verage for 1 “et? 860 (171). For 
+t 9 three onthe of 4 my 16,8 


e- New Thought, “inl 50c. a year. 
Ella Wheeler Wilcox, editor. Average year end- 
- 1903, 29,289 (183). Since January, 

, New Thought prints over 100,000 monthly, 





Chicago rd-Herald. Average for 1902 
daily ee kes, Sunday 171 irisie (166). . 


0, Tribune, daily. Tribune Co. In 1902, 
yA SNS oe). 
INDIANA. 


Evansville, Journal-News. Av. for 1902, d 
11,910, S’y 11,508 (244). E. Katz, Sp. Agt., N. 
Goshen, Cooking Club, ‘Club, monthly. ates or 


1902, 25,501 (247). Ont 
adapted to use of Famities with li "indeed too mee 


Munele, eran d’y and Sy. S’y. Star Pub. wate 
*y 21,468, S’y 18-585. (260). 


ending Feb. 1908, 

IOWA. 
Burll H -| daily. J. L. Waite. 
»| average fo Tite, 6,818 cs). 


Des Moines. Cosmopolitan Osteopa' th, month- 
ly. Still College. Average f for 1902, 79.686 (294). 
Sheldon, Sun, @’y and w’ w'ly. H. A. Carson. 
Average for 1902, d’y 486, w’ly 2,544 (323). 


KANSAS. 4 
pecoun, Globe, daily. E. W. Howe. ng 
cue, “On mag by low as 4 od pm ig e 
(334) ‘ers to prove 5,200 circula ‘or 
1903, or receipt any advertising bait. A 
Hutchinson, News, d’y and w’y. W’ 
1902, no issue less than /,920 (346). E. K 


KENTUCKY. 
cl Breck Ne k 
pSRetszee "irs tr Bie SATS“ 
Av. for 1902, @ is8, 
Sy rest (Si3). E Kats, mm or N. 
MAINE. 


Bangor, Commercial ‘Tats *y. J.P. 
Co. Average d’y for 19027, 1902 7,846, w'y a8.0i8 oo, 


Lewiston, Evening Journs Journal 
for 1902, 6,640 (@@), weekly 15, b255 @o) (30). 
nie Oo. J. W. Brack- 


, durti 
z, N. bad 


we 28 


Philips, Maine Woods, we 
ett. Average for 1902, 5,41 


Portland, Evening pares Average for 1902, 
daily 11,181, Sunday Telegram 7, (397). 
MARYLAND. 
Baltimore, New: pow Pub- 
lishing Co. “Average 100, 41,588 
Farmers’ and Planters’ Guide, mont 
0. Gover. Average for 1902, 18,827 ( 
yy eng ng 
Boston, Evening Transcri Ort 
Transcript Co. Avg. for 1902, 457% © @ ai. (412). 
Post, cat avezane Bar for 1902, 1% 178 @ 
Largest p ny . or a. m. sale in New om. 


East Sesthtien . Record of eae Work, 
mo. Av.for yr. en l’g March March, a 20,541 (4%). 


Lawrence Telegram, dail daily. Pub- 
lishing Co. tage} Grore 


Salem, Little Folks, mo. Boas. 
i eu deoan 8. EB. 
Sprit 1d, Good House * 


no. Average for 1 

ngfle pa igh Avg. 
for 1902, 108,666 (436). For year ps Apri, 
1908, 119,000, AU ts guaranteed, 








Worcester, Evening 


Worcester 


Average tor Soot tobe 8 as). 


MICHICES. 
W.Grandon. Av, 


view oy Om 
pi ‘ml 9270 (440). Av. first Peet ¢ mths. in 1903, 3,550, 


Dowel, Times, daily. ally. Detroit Times Co, Av- 
erage for 1002, 27,657 (450), (450), 


Grand Rapids, Herald. daily. 


Post Co, 


Fugene D. 


Conger. Average for 1002, 20,156 (456). 
ioe b 848 73), Evening News, daily. Average for 
848 (473). iret Jour mouths 1903, 10,244, 


MINNESOTA. 
Minneapolie, Journal, dail Journal Print- 
ing Co. For 1902, 54,628 (495). 


Northwestern Miller, weekly. Miller Publish- 
= Co, Average for 1902, 4,200 (@ ©) (497). 





innea —> a Svenska Amerikanska Posten 
ea oi, oor wan J. Turnblad, publisher. Average 
for 102, 47,075 (497). 
sone aarer sts. Tribune, daily. Average for 


902, Guadey, a Farmers’ Tri- 
J weekly, T4, TLE (496), 


Winona, popebiieen, ond veep! MEG dail 
age 1902, $,2@2 (512) Guarantees 4,000 ‘or 4 


MISSOURI. 
Joplin, Globe, daily. Ave oye eat, 8,38 
il). £. Katz, Special Agent t, New 3 t 


—_ 


Kansas City, Journal, d oral, dy and tg ea erage 
for 1002, daily 56,876, week weekly 161,109 (641). 


Kansas City, Weekly Implement Trade J'rn’l. 
Ay. Aug., 1902, 8,187 es). Viv. 8 moe. 1905, 9/586. 


&t. Zeroph, Medical Herald, ete don Medical 
Heraid Co. Average for 1902, 7,475 


St. aye "Aver. 300 8. 7th St,. Western Fruit Grow- 
er, = "ly. ver. Ld aa eel (557). Rate 160. 
per line. tion 30, m 30,000 copies guaranteed, 

St. ‘Egtis, Medio Bet Brief,mo. J. J, Lawrence, 
A.M, and pub. Av, fo Av. tor 1902, 88,058 (563). 


St. Louls, The Woman’s } e, monthly. 
ean at home. Lewis Pub. Proven aver- 
age for proven average 
fer oat 5 months in ‘1908, 4,416,760, Beery feos 
OVER” one million copi. 


es. 
issue circulation of any publication in the world. 


MONTANA. 
Butte, Inte a gH daily. Ave for 
1902, 10,101 (73). Katz, Special Agent, N. Y. 


wEW “HAMPSHIRE. 
Mane’ pr hy Herb. N. Davison. 
Average = rege ha ar 7,500 ( . 


NEW JERSEY. 
Elmer, Tim: eekly. 8. P. Foster. 
for 1902, 2,085, “a (616). ’ 
Jersey City, Evening Journal 
Jo urnal Asso oh . Average £01 for 1962, 
New Market, Advertiser~’ Guide 
Day, publisher. Average for 1908, oat (eas) 3) 


NEW YORK. 


Albany, Journal, evening. Journal Co. Av- 
erage 1908, 16,109 (634); = (8,397. 
whihen y, Times-Union. evening. Establ. 
1856. ‘Average for 1902, 1902, 95,2 4 (635). 


ham Evening Her Herald, di 
Herel Ge mnt vorage for 1902, 10,891 (ss). 


Average 


LAITY 582 ass 





pnsren Gorter. , morning iBaquirer, even-| B 
1902, morn- 


ing. W. J. Conn Average f 
ing’ 48,818, evening 80,44 80,401 (oat >. 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guaranteed by affidavit or per “it or personal investigation, 


Behocn, News, daily. ith — Publishing Co. 
Average for 1902, 8,1 6 (658 
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Newb daily. 
Printing wey Pas OS Co. AV. tor 190m a8 


evar nme Ctty. 
American Mac! mt 
(Also Kuropean ~ 3) a ss 1908, 18,561 ‘OO wn en. 


Amerikanische hf SR 
Pub. Co.. nmtrinty pl “Av. Av. tor 1008 on is, oe, 
be ies). Automobile 


agg Magazine, 
nee ae for 1902; 1908, 8,750 ( 


onthly.  Catere Seerse re. Co, (Hotels 


, my 
TF (606), 


chaberana ar for year 

ending with ay 1902, ab se ds 

Cheerful Moments, by my W. Willis 

brace om Co, ~—— for , 208,888 (687), 


Clipper. weekly. krank Queen Pub. Co,, Ltd, 
Average for 1902, "96,844 ie meen 
Electrical Review, w Electrical Review 
Pub. Co. Average for = 912 (© ©) (674). 


arn and Mini 
Average 1902, 10, 





Journal, weekly. 
9, (© ©) (674). 
Forward, daily. Forward Association. Aver- 

age for 1902, 81,709 (667). 


Police Chronicle, weekly. Police Chronicle 
Pub, Co, Average for 1902, 8, 650 (6 79). 


Printers’ ~~ weekly. 43 A journal for 4 
ers, a 00 per Geo, Fore) Est. 
1888. Average tor *iooa, 18, 9% 18,987 (679, 





Iron Age, weekly, -cetmonal 1855 ( ) 
or For more eekly, @ generation the he feo. 
aides. the hardware, iron, machinery 


Printers’ Ink yoy = a sterling silver Sugar 
Bowl to the Iron M00 inacribed as Joliows : 


November 2. 
Printers’ Ink, ne Little 
Art of 
Age, 


after a ca 
“a ten months, 
“ ing been pronounced the one Sale aieer in the 
“ United es of America that, taken all all in all 
“ renders its constituency the best service and 


ney best 
or 


“ Ads 





ts purpose as 
“tion witha specified class.” class.” 
The New York Times, daily. Adolph 8, Ochi 
gard 192 AO co ™ s 
er, Case and Comment, mo. Law. Av. 
on 108, ns0.000 (15) ; 4 4 years’ average, 30,136, 
Seheneeta Gazette, A. N. Liect 
Average for eter iis, 9,097 (718), sv: ” 
Utiea, National Electrical 
Average for ene 2,292 (723). (723), 
Uttea, ‘eT Otto A. Meyer, publisher. 
average fort 1902, 18,618 (723). 
Py Oye! Western New Yorker. Levi 
A. Cass, publisher, Average for oen 8,4 8,468 (7%). 
White Chronicle, week Inglee & Tefft. 
Average step elle 4, 182 (726). ¥: 
NORTH DAKOTA, 
Grand Forka, Normanden, weekly. Norman- 
den Pub. Co. Average for for 190, 4,880 (744). 
OHIO. 
ogy Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for wT 1902, 8,5 8,558 (7 72), 
Cinctnents, Phonograph raphic Magazine, mo. 
Phonog. Institute Oo. Av. "tor 1902, 10,107 (764). 
Cincinnati, Trade Rev Review, m’y. ceca & 
ighlands. Av. for 1902, 2,584 (765 
Dayton, News, dai News 0 Co. 
Average for 1902, 18,530 (773). _— 
OREGON. 


ate Washington Advocate,mo. Order 
Washington, pubs. Avg. for 1902, 6,640 (826). 


Contractor, mo. 
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Joes daly, ineraee er pe | 
Erte, Ti daily Wt gt ‘or f ser . 
(ite: Kate, Special agent, 
Prank v. 
cltmbee “Aries tor for I ent? ei). 
Ae rn 18 Bulletin, D. ex. 8. 
Sing (864), Copies 
analy net d.vdverage for Best] ra months of 
ae Philadelphia cichta Nearly very gone pera The 
"Phladelphig Br Wil- 


tkinson ¢ ist tae: ag “pathy vera 


represents the 


fer 102, 528,1 


ium for 


Pi mas ae 1902, ublic Ledger, da ¢ 


wy Iphia, Reformed Church 
306 Arch st. anne for 1902, acta de. | Oo 





4» taburg, Times, dai 
Average tor ‘1902, SoTL “oy 


West Chester, Local 8 Gin, 
Hodgson. un dea for eons 15,086 ). 


York, Dispate! 
Co. Average font 1902, 
April, 1903, 8301, 
RHODE ISLAND. 
Providence, peaily Jou 48, 
sunday 1 18,894 (@ ” poening rant palhctin er 
erage / =. Journal Co., pul 
SOUTH CAROLINA. 


Columbia, State, daily. State Co., publishers. 


Wm. H. Seif, pres, 


a 
rs. 


Average for 1902, 57277 (901). 
TENNESSE, 
Knoxville, Sentinel, daily. 
7,70 ao Seta am he, don 9,075. 
ercial Appeal, dai gd 


on marie, daily 27 
2 HC, weekly age iin da 4 . 

hville, Banner, daily. Av. for year ending 
Pope 1 


tie ay aca deidesc a gee 
stake Sete aoe 
TEXAS. 


Denton Co. Reco: da Chronicle, 
. Edwards. Av. for 100m, 8, ¢44 (945). 








Dente 
w’y. w. 


. Adolph 


a yaa fx —>~ i= 


El P Herald, daily. for 190, 
8,245 245 (04s). ie Kets, ‘Special agente New York, 


| 
| ; VERMONT. 


B Banner and Reformer, weekly. 
Frank K. aang Average for 1902, 1,966 (974 


publishers” & ey oe, Bo 5-608 (985). 


WASHINGTON. 
Sontiie, Sear, aut. hat iy tog? for a, 11,688 





Frank 
tural eo. Average for rage for 1h 6,886 (900 oo" 


Jou: best 
Sacks 4 of the United States, and is the best 
medi reaching rural people. 


ao, N Pub. 
on Av. acome, Daily News, ds ty yes Saturday deowe 18,208. 
WEST VIRGINIA. 
og ae for bry Tbr 19 (10) 





7 eo Co. 
avunee oe igon dy 8,088, By pies (adit). 
WISCONSIN. 


| Madison, Am Amerika 
| lishing Co. Average oe mF, 66 (1026). 


peiwenhee, Evening W 





Pub. 
Av. for "tow 1908 "So. tae @ 5 clon. 
Mil ‘ma Journal, daily. Journal Co. 
lishers. Average mend ending Feb., 1908, 29,425 455 tbe). 
Oshk Northwestern Print- 
Oo. era for 182, 5,90 sub aa r 
Raeine. dally. Journal Prin’ Co, 
Average efor 1908, 1902, ry 496 (1038). - 


teu: . Av. fort 
rere £0, oon 


Wau ae Bt bay Post Publishing Co. 
Average tor! for 1902, (044). 


BRITISH COLUMBIA. 
Victoria, Colonist, de Colonist P. & P. Co, 
Average for 1902, 8.574 ites a 


MABIEGRA. CAR. 
Winnlpeg, Free Press, d'y and wy. i 
tov 1908, dally 16,B41, weekly 10,074 Gon). 


NOVA SCOTIA, CAR. 
Halifax, Herald Lee Homestead. 
Combined average for 1902, 2,881 (2060). 
QUEBEC, CAN. 
Star, d’y 








Wisconsin A 
27,515 (1039), 





Montrea 





Aver. for d’y 55,079, 78 wy ieisais Oo Gos. 


Any publisher who is entitled to an announcement under 


the caption “A Roll of Honor” 


and desires to state therein 


what his average circulation for a month or quarter just passed 
has been, may do so, provided he hands in a statement in detail, 
properly signed and dated, covering the period, and made in 
accordance with the rules of the American Newspaper Directory. 
Such addition to appear in #falics, immediately following the 


Directory page reference number. 


Additional space occupied 


to be paid for at the regular rates, twenty cents per line. 
EXAMPLE: 


NSYLV ANIA. 
ot ~~ 2 of 1903, 
Nearly Everybody Reads the 


D. ex. 8. 
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A JOURNAL FOR ADVERTISERS, 
tar Issued every Wednesday. Ten cents a 
. Bubscri n price, five dollars a year, in 
Stance. ais dollees @ hundred. NO back 
ni 


Being printed from plates, it is alw: 
si to iste a new edition of tive hundred cop- 


a 
ens’ Ink for the benefit of advg. patrons may, on 
special contident.al terms. 


some one 


su! bed in his name. Ev r is stopped 
at the expiration of the time paid for. 


eee 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C 


NEW YORK, JUNE 3, 1903. 
eee | DAY 


I 
TO-DAY, 
June 3, for the special edition of 
Printers’ INK for June 10, 1903. 
Orders and copy if handed in to- 
day will be in time to catch that 
issue. 














James Gorpon BENNETT has ap- 
pointed Dubarry Howland as gen- 
eral manager of the New York 
Herald, to succeed his father, the 
late Gardiner G. Howland, to 
_ whom the son had been an assist- 
ant for the past ten years. 


It is said that Mr. Hearst has in- 
structed his circulation manager to 
mail a copy of the New York Ameris 
can and Journal to every publisher of 
a newspaper in the United States. It 
is asserted that Mr. Hearst considers 
this a part of his future campaign for 
the Presidency. 


NoTWITHSTANDING the abund- 
ance of magazines and their cheap- 
ness, few are thrown away. A 
committee of All Souls’ Church, 
Chicago, makes a business of col- 
lecting old magazines from mem- 
bers and people throughout the 
city, forwarding them to towns in 
seventeen Western and Southern 
States. In some instances a box 
of old monthlies becomes a cir- 
culating library in a community of 
two or three hundred families. 





“To my mind there is no author- 
ity in the country that can rank 
with Printers’ INK in matters re- 
lating to advertising—advertising 
as an art and as a business.”— 
Lillian Palmer, Editor Pacific 
Printer, San Francisco. 


tas Of departments and other 
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THE summer reading number 
of the New York Times Saturday 
review will be issued Saturday, 


June 13, 1903. 
RETAIL merchants find that much 
interesting and profitable informa- 


™ tion may be brought out at oc- 


casional “after meetings” of heads 

em- 

ployees. 

i Dumps’ great aunt, infirm with gout, 
ad worn a good digestion out— 
Could take no food—or sour or sweet. 
Jim sent her “Force,” which she 

could eat! _ 3 

So grateful was his aunt to him, 

She left her all to “Sunny Jim.” 


The foregoing jingle, which 
formed part of a recent “Force” 
ad, would seem to indicate that 
the lady died. 


It is a grievous mistake to act 
upon the principle that a buyer 
does not know what he wants. In 
any case he thinks he knows, and 
to him this is precisely the same 
as knowledge. No one enters a 
store to be persuaded into buying 
what he does not want. He may 
be induced to do so through the 
honeyed speech of a salesman, but 
he will resent this when he gets 
home and has time for reflection. 


THE new word “manywhere” 
will undoubtedly find as ready ap- 
plication in adwriting as it has in 
newspaper offices and general liter- 
ature, for it is a genuinely useful 
word, giving expression to an idea 
that has heretofore had no symbol. 
It was coined by Lord Avebury, 
the noted British scientist, and used 
in a recent book on geology as a 
fillgap between “somewhere” and 
“everywhere.” While freely criti- 
cized by philologers, it is generally 
thought that “manywhere” will 
eventually attain a place in the dic- 
tionary. 


In the four months, ended April 
30, 1903, the New York Times 
printed ¢9,415 agate lines of book 
advertising as compared with 88,- 
788 agate lines in the correspond- 
ing period last year—a gain of 10,- 
627 agate lines, a greater gain than 
that of any other New York news- 
paper, morning or evening, and a 
greater volume than any other 
New York newspaper, morning or 
evening.—Times Circular. 
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ADVERTISING carves a channel 
through which the tide of trade 
will surge. 


Tue “Roll of Honor” is a clas- 
sified index of the choicest me- 
diums in their respective terri- 
tories—their publishers are the 
honest and intelligent publishers, 
who believe that an advertiser has 
a right to know what he pays his 
hard cash for. The “Roll of 
Honor” is a feature of the Little 
Schoolmaster which appeals to 
honest publishers and advertisers 
alike. It is first-class advertising 
at a minimum of expense. 





It is said on good authority that 
the American bicycle business is to 
be revived and re-organized under 
the leadership of Colonel Albert A. 
Pope of the Pope Mfg. Co. Vig- 
orous advertising in mewspapers 
and other periodicals is to be taken 
up under the direction of Robert 
L. Windley of the Pope Mfg. Co., 
with offices at 32 Park Row, New 
York City. Nathaniel C. Fowler 
is advisor to the publicity depart- 
ment. 


Mr. F. G. GowINc, 202 Tele- 
graph Building, Detroit, Mich., in 
writing for a sample copy says that 
he is unable to purchase PRINTERS’ 
Ink from any news-stand in that 
city. The Little Schoolmaster re- 
peats what he has stated before 
namely, that any stationer or news- 
dealer will order Printers’ INK 
if the ordering party convinces the 
newsdealer that he is in earnest 
and will call every week for the 


paper. 


I BELIEVE a periodical of any kind 
should tbe designed more for con- 
venience in opening and reading 
than even for the make-up. Many 
a good magazine is tossed in the 
waste basket ‘because it makes you 
black in the face trying to get the 
wrapper off and straightening out 
the leaves so you can handle it. 
You have all had experience and 
some publishers are making the 
remedy as best they can. Print- 
ERS’ INK is a model as to package 
and editorial arrangement.—J/. 
Allen Stephens, Real _ Estate 
Brokerage and Investments, Wil- 
lard Building, Muncie, Ind., May 
23, 1903. 








Learn to do—by doing. 


A cosTLy mistake was recently 
made in the Sunday edition of the 
Journal, Pensacola, Fla. The ad 
of L. Friedman & Co., that city, 
offered thirty pieces of wash silks 
at twenty-nine cents a yard, but 
through a typographical error the 
offer printed in the paper was ten 
cents a yard. The first customer 
to arrive at the store Monday 
morning called for “That silk ad- 
vertised at ten cents,” and the firm 
at first refused to sell. Communi- 
cation with the Journal resulted 
in an order from the publisher to 
sell according to the text of the 
ad, the nineteen cents loss on every 
yard sold being made good by the 
paper. 


Tue Atlanta Evening News, a 
newcomer in its field, offers a $600 
piano as a prize to the citizen of 
Atlanta who will guess the average 
daily circulation of that paper. 
Guessing is the only means of ar- 
riving at an approximate notion of 
the circulation of some newspa- 
pers, but even a high-grade piano 
would be an inadequate return for 
the time and nervous energy ex- 
pended in the ee. Advertis- 
ers usually prefer some more ac- 
curate criterion. The mystery in 
which some _ circulations are 
shrouded often leads to the suspi- 
cion that the publisher is in the 
dark himself, in which even 
a prize piano inquiry is commend- 
able. 


Tuis ad of the Title Guarantee 
and Trust Company, New York 
City, indicates a line of service that 
has not been generally exploited 
in the advertising of trust con- 
cerns. It is a new advertising ar- 
gument for such corporations, and 
one that can best be put out at this 
particular season when the Euro- 
pean exodus is beginning. 

To persons going abroad—this com- 
pany will take entire charge of proper- 
ty, real or personal, acting as agent 
for the owner to whatever extent re- 

uired. It will collect interest, divi- 

ends, coupons or income of any sort 
and remit on collection to any point 
abroad,* or will retain the proceeds, al- 
lowing interest thereon, and remitting 
definite sums at regular periods or as 
advised. It will pay all your regular 
demands including charities, and 
any other payments as advised, Letters 
of credit provid 
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ADVERTISERS give so much atten- 
tion to’ the well-dressed man and 
the man who ought to be well- 
dressed that a booklet entitled 
“The Well-Dressed Woman” 
seems almost a novelty. It is is- 
sued by the Globe Corset Com- 
pany, Worcester, Mass., and de- 
scribes various styles of Globe 
‘Dollar Corsets, both in text and il- 
‘lustrations. The latter are of two 
sorts—those showing corsets in de- 
tail, supplemented with others of 
the Howard Chandler Christy 
school showing the same corsets 
as they appear when not in view. 
The brochure is sumptuously print- 
ed, and bears the device of the 
Blanchard Press, Worcester. 


“BETTER” is a more potent word 
in advertising than “cheaper.” 
Merit is not only the factor that 
makes advertised articles success- 
ful, but a factor that wil] make 
them successful without advertis- 
ing. Heinz’s fifty-seven varieties 
are the highest word in condiments 
and relishes, and the advertising 
is chiefly an introductory force. 
The goods themselves make sub- 
sequent sales. MacClaren’s cheese, 
made in Canada, has won an inter- 
national reputation with very little 
advertising simply because it is a 
superior grade of food that needs 
but a trial, “Better” is the word 
behind such commodities, while 
“cheaper” is the argument put 
forth for imitations and substi- 
tutes. 


Tue trading stamp idea, first in- 
troduced into New York retailing 
in a large way by Siegel-Cooper 
some weeks ago, is now spreading 
among the large stores. Rothen- 
berg & Co., in Fourteenth street, 
have adopted the blue stamps of 
the New York, Chicago and St. 
Louis Trading Association, giving 
five dollars’ worth free to every 
purchaser during the inaugural 
week, while J. Gumpel & Co., with 
clothing stores at 251 and 385 
Sixth avenue, and 533 and 767 
Eighth avenue, have adopted the 
green Sperry & Hutchinson stamps 
used by Siegel-Cooper, giving $25 
worth of stamps free during three 
days to the purchaser of a suit or 
overcoat, in addition to the stamps 
represented by the purchase. 
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Tue name of Up-to-Date Farm- 
ing and Gardening has been chang- 
ed to Up-to-Date Farming. It is 
still published at Indianapolis. 


EVANSVILLE, Ind., has at present 
a population of 70,000. Its princi- 
pal industries are cotton mills, fur- 
niture factories and foundries. It 
is also a prominent shipping point. 
The paper which according to the 
1903 issue of Rowell’s American 
Newspaper Directory ranks first in 
that city is the Journal-News, a 
member of the Printers’ INK 
“Roll of Honor.” 


THE gold-marks (@@) are ac- 
corded to periodicals which adver- 
tisers value more for the class and 
quality of their circulation than for 
the mere number of copies print- 
ed. All periodicals having these 
marks (@®) attached are eligible 
to the “Roll of Honor.” At pres- 
ent the latter contains the follow- 
ing: 
: se catpeeiee ye Ala., Advertiser; Wash- 
ington, D. C., Evening Star; Chicago, 
Ill., Baker’s Helper; icago, Ill., 7ri- 
bune; Lewiston, Me., Evening Journal; 
Boston, Mass., Transcript; inneapolis, 

inn., Northwestern Miller; Philadel- 
phia, Pa., Public Ledger; Providence, R. 
I., Journal; Milwaukee, Wis., Evening 
Wiscons.n. 

New York City is represented as 
follows: 


American Machinist, Clipper, Elec- 


trical Review, Engineering and Minin 
Journal, Iron ge an New or 
Times. 





THE latest advertising feature of 
Ed. Kiam’s department _ store, 
Houston, Texas, is an eight-page 
monthly paper called Kiam’s Sore 
News. The pages are nine by 
twelve, and the first issue contains 
two pages of offerings in men’s 
clothing, two of women’s gar- 
ments, a page of children’s wear 
and some special shoe quotations. 
Besides the purely commercial 
matter there are aphorisms, pithy 
editorials and ‘other miscellany, the 
chief feature in this kind being a 
fashion letter from Frances Field, 
of New York, entitled “Fashion 
Tabloids.” This monthly is a 
clean cut readable embodiment of 
an idea that is gaining wide ac- 
ceptance among advertisers—the 
idea of having one’s own proprie- 
tary publication as a supplement 
to other advertising. 














Tue power of intelligent pub- 
licity never grows less. 


EverYTHING in connection with 
a modern business is advertising 
in one form or another. 

ee 





THE success of both the Ladies’ 
Home Journal and the Saturday 
Evening Post was built up by ad- 


vertising. I have spent from two 


to three hundred thousand dollars 
a yearin pushing my periodicals, 
and of all the theories concerning 
results from the expenditure of 
money in publicity, there is only 
one thing that is absolutely sure, 
and that is: Good advertising, if 


persisted in, surely pays. 


pe eel 


Tue Salvation Army has always 
been partial to advertising, and 
usually puts its various proposi- 
tions to the public in the form of 
attractive publicity. A little book- 
let sent out by Lieut.-Col. W. A. 
McIntyre, Ellicott Square, Buffa- 
lo, is no exception to this custom. 
In forceful facts and fine half- 
tones the work of the Army’s res- 
cue mission for fallen women is 
described, and subscriptions for a 
new building to cost $35,000 are 
solicited. A plan of the proposed 
building is printed across the two 
center pages, while the illustrations 
are photographs of children. The 
mechanical work was done by the 
White-Evans-Penfold Company, 
Buffalo. The Army’s operations 
in this work are carried on through 
a standing notice in the Buffalo 
Express, donated by the publisher, 
which brings excellent results. It 


reads: se 4 
A r girl in trouble needing ad- 
view Rel rite to Staff-Captain Mary 
Wagner, Seivation Army Rescue Home, 
25 Humboldt Parkway, Buffalo, N. Y. 
be not stay away if without money. 
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TWENTY-ONE letters from promi- 
nent merchants commending the 
editorial features of the Grocers’ 
Criterion, Chicago, form the basis 
of a neat booklet sent out by that 
publication. 

THE Advertisers’ Magazine, a 
new Printers’ INK baby from 
Chicago, edited and published by 
W. Souther, Temple Court 
Building, takes a stand against the 
agency that has what are techni- 
cally known as “side issues”—pub- 
lications usually of little worth in 
which it spends part of its clients’ 
appropriations. In some instances 
that have come to the Little 
Schoolmaster’s attention these side 
issues have been novelties where 
the agency had an interest in a 
company producing them, while 
one of the largest New York 
agents made a practice some years 
ago of spending the greater portion 
of an appropriation in booklets and 
literature, producing them at a 
good profit in his own printing of- 
fice. The Advertisers’ Magazine 
is perhaps a bit radical in its views, 
but so far as its contention against 
such agencies is concerned it ap- 
pears to be right, or at all rates 
honest. 





AT a recent meeting of the spe- 
cial committee of the American 
Advertising Agents’ Association 
that passes upon the qualifications 
of new agents the application of 
the Grandin Advertising Agency, 
of Battle Creek, for membershi 
in that Association was refused. 
The Grandin agency is really the 
advertising department of Postum 
Cereal and Grape Nuts, converted 
into an agency by Mr. Post in an 
attempt to secure the commissions 
paid to agents by publishers. The 
special committee consists of Chas. 
N. Taylor, of the Boston Globe, 
W. C. Bryant. of the Brooklyn 
Times, Edward P. Call, New York 
Mail and Express, S. S. Rogers, 
Chicago News, Chas. W. Hornick, 
St. Paul Dispatch, Don C. Seitz, 
New York World, F. E. Whiting, 
Boston Herald, John B. Townsend, 
Philadelphia Press, Jos. T. Nevin, 
Pittsburg Leader. At the same 
meeting the committee also refused 
to recognize the Olson Advertis- - 
ing Agency, of Rochester, N. Y., 
and W. C. Liller, Lancaster, Pa. 
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It is not wit, but common sense 
‘that makes the capable adwriter. 


ADVERTISERS are, too often, inclined 
to believe the unsupported _state- 
ments of publishers and act upon 
that belief. ening thousands of dollars 
thereby. The on y safe way to proceed 
is to have the Examiner of the American 
Advertisers’ Association personally in- 
spect the circulation books and lay be- 
ore advertisers the exact facts regard- 
ing each publication. It costs the ad- 
vertiser but one hundred dollars a year 
for this service and this amount can 
generally be saved in one such case as 
that cited.—Extract from a circular ts- 
sued by the Association of American 
Advertisers. 

This alleged Association of 
American Advertisers has now 
been in business three years and 
has investigated three hundred 
newspapers. At the present rate of 
progress it will take three hundred 
years to investigate the circulation 
of the twenty thousand newspa- 
pers now published. At a hun- 
dred dollars a year the cost for 
the entire set of reports would be 
$30,000, but the fact that the first 
of the set were three hundred 
years old would make them _valu- 
able as curiosities if not sufficient- 
ly up-to-date for business pur- 


poses. 


Joun C. Moore, maker of blank 
books, Rochester, N. Y., is pre- 
paring to open a fall campaign in 
trade journals to advertise a new 
system of cross-indexing for ledg- 
ers, order books and other records. 
By this system each account is not 
only arranged alphabetically, but 
according to date as well. Small 
movable markers made of Bessem- 
er steel and bearing a date are slip- 
ped over the edge of the page 
when it is in position in a loose- 
leaf or regular ledger, and refer- 
ence to these markers shows when 
the account next needs attention. 
The system is described in two 
very comprehensive booklets, one 
with samples of the device in posi- 
tion on a small dummy ledger, and 
the other giving technical expla- 
nations of its application to the 
books of lodges, business houses, 
real estate and insurance records, 
payrolls, advertising follow-up sys- 
tems, subscription lists and so 
forth. The device has all the ear- 
- marks of a commodity that will 
respond to wise exploitation in 
proper media. 
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A BANQUET was recently given 
to William Christman of the Re- 
porter, Washington, Pa., by the 
employees of that paper in honorof 
the thirtieth anniversary of his 
connection with its publishing de- 
partment. 


One thousand new subscribers 
were recently added to the sub- 
scription lists of the Boot and 
Shoe Recorder after two months 
special campaign, and the publish- 
ers issue a most effective booklet 
containing a complete list of the 
names and addresses of the entire 
thousand. They are divided as 
follows: New England, 116; Mid- 
dle States, 274; Western States, 
417; Southern States, 156; foreign, 
37. In addition to being a good 
piece of literature for the Boot 
and Shoe Recorder the booklet is 
also an excellent mailing list for 
anyone having a proposition to 
submit to retail shoe dealers. 


A PUBLISHER of a daily paper in 
New Hampshire, writing to the 
editor of Rowell’s Newspaper Di- 
rectory, complaining of the circu- 
lation rating awarded to a rival, 
says: 

We have every reason to believe that 
the rating is incorrect, and we chal- 
lenge the statement, and ask you to in- 
vestigate ps age | the same. We do 
not issue this challenge in order to se- 
cure the $100 which you offer for in- 
correct statements, as that is a bagatelle 
compared with the injury a false state- 
ment like this does to us in the influence 
it exerts upon advertisers. 

The Directory editor says he 
long ago discontinued the practice 
of paying $100 for the. discovery 
of an untruthful circulation report 
in his book, based on a publisher’s 
signed statement. The practice 
made him many enemies and no 
friends. Ewvery time he paid the 
reward and exposed the lying 
scoundrel that had imposed upon 
him, it was shortly made to appea- 
that every other publisher in the 
same field had a cold chill and 
seemed to fear that his own turn 
might come next. Directing at- 
tention to a fraudulent circulation 
report seemed always to have a 
marked influence in decreasing the 
amount of advertising patronage 
previously bestowed upon the Di- 
rectory by the papers that would 
appear to be most benefited by such 
exposure, 











Wir a view to bringing adver- 
tisers to give more attention to the 
preparation of copy the Grain 
Dealers’ Journal, Chicago, recent- 
ly offered four prizes in space for 
the four best advertisements ap- 
pearing in its Annual Improve- 
ment issue, while sixteen cash 
prizes were offered to readers for 
naming those ads _ subsequently 
found to be best by general vote. 
For advertisers who desired the 
service copy was prepared free of 
charge by an expert for the space 
won by the four successful com- 
petitors. 


THE Association / of American 
Advertisers issues a circular telling 


the following story: 
Mr. —, business 








manager of 
———— newspaper, said that when he 
took control a few years ago he found 
a fixed inflation of five thousand copies, 
and that, as it was his intention to event- 
ually get to an honest basis, he had kept 
the circulation statements at about the 
figure he found them, reducing the fig- 
ure of inflation as fast as he could gain 
honest circulation. 

The publisher’s statement of circula- 
tion by months looks, on its face, to be 
accurate and correct down to a single 
cony, and then there is the average is- 
sue per day shown to be between ten 
and eleven thousand. 

Our examination brought out the fact 
that the exact circulation was about six 
thousand, or a little over one-half the 
publishers’ statement. 

This is an illustration, that while pub- 
lishers may be honest in other things 
they seem to look upon false statements 
of circulation as quite legitimate. 

This paper has solicited business for 
years based upon statements of nearly 
double the circulation it really had. 

If this story is not true it ought 
not to have been told. If it is true 
the name of the swindling business 
manager and his dishonest news- 
paper should be made known. They 
deserve the infamy that would be 
cast upon them. By concealing the 
name the manager of the A. A. A. 
casts discredit upon publishers 
generally. This is scarcely more 
to be commended than the practice 
complained of on the part of the 
newspaper man. The A A 
should institute more open me- 
thods, give up innuendo, cultivate 
straightforward ways of conduct- 
ing business. Dark and devious 
ways are not popular with those 
advertisers who are themselves 
wholly honest. That fact will tend 
to explain why so many first class 
advertisers fight shy of an A. A. A. 


membership. 
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THe Woman’s Magazine, of St. 
Louis, is another “magazine with 
a million.” A ‘booklet just issued 
recounts the history of this month- 
ly, which sells for one cent a copy 
or ten cents a year. Started four 
years ago as the Winner Magazine 
and designed to reach people in 
districts where the higher-priced 
monthlies are comparatively un- 
known, 350,000 subscribers at ten 
cents were secured the first twelve- 
month. The second year saw a 
half million subscribers, when in 
January, 1902, the publishers spent 
$72,000 in subscription advertis- 
ing, running the mailing list up to 
its present enormous proportions. 
This campaign lasted four months, 
and included nearly every large 
daily, weekly and monthly publica- 
tion in the country. The average 
man will not subscribe for a maga- 
zine, it was learned, but will read 
it after his wife subscribes. As 
nearly ninety per cent of the 
names on the lists were those of 
women the name of the journal was 
changed to Woman’s Magazine 
in September of last year. The 
publication prints twenty-four 
pages, illustrated, and circulates 
almost exclusively through the 
mails to country districts and 
small towns. Out of the whole 
issue only 5,500 copies go to news- 
stands, with 300 to foreign coun- 
tries. New York State leads with 
87,302 subscribers; Ohio has 65,- 
982; Illinois, 58,000; Pennsylvania, 
51,162; Indiana and Michigan, 40,- 
voo each; Missouri, 38,546; Kan- 
sas, 37,422; lowa, 33,292; Canada, 
24,762. Only 406 copies, are circu- 
lated in St. Louis, where it is said 
to be practically unknown. The 
publishers claim the largest paid 
subscription list in the world, and 
hope to reach two million in an- 
other year. Each issue represents 
five carloads of paper, five barrels 
of paste, three barrels of printing 
ink and five gallons of ink to write 
the names on the wrappers. Sev- 
en cylinder presses and one rotary 
are used, with seven folders, and 
the paper regularly employs 210 
people. It is published at a small 
profit independent of advertising 
revenue, and new subscriptions are 
received at the rate of 1,500 to 3,- 
500 daily. 








3 
Not everyone is aware that the 
United States government already 
tes an efhcient parcels. post. 
he rates are somewhat high, it is 
true, but the postoffice department 
carries parcels that conform to its 
requirements. This fact was re- 
cently demonstrated by James L. 
Cowles, secretary of the Postal 
Progress League, an organization 
tating for postal reforms with 
es at 32 Irving Place, New 
York. Mr. Cowles mailed a suit 
case weighing eleven pounds three 
ounces ata New York sub-station, 
ying two cents an ounce upon 
it as first-class matter, or $3.58. A 
ten-cent special delivery stamp was 
added. In less than six hours it 
was delivered to its address in 
New Haven, which is said to be 
somewhat better time than is us- 
ually made by express companies 
for this distance. Commenting 
upon the cost of postage Mr. 
owles says in a letter to the New 
York Evening Post: 

Switzerland would have carried the 
same case for 8 cents, Germany for less 
than ro cents, England tor 25 cents, and 
for 75 cents the English postoffice would 
have carried this spit case from any 
station in the British Isles to any sta- 
tion in New Zealand. For the same 

tage paid for transportation to New 

aven our own postoffice -would take it 
to the furthest home on the most remote 
rural route in California, to the Philip- 
pines or Sandwich Islands, and after 
the first of June to Shanghai, China. 
And it ought to be done for a much 
smailer sum. For a_ single cent will 
pay the cost to-day of the transport of 
a Mw of wheat between the two furth- 
est railroad terminals on our Atlantic 
and our Pacific coasts. 

The Postal Progress League is 
composed of business men, pub- 
lishers and others who believe 
that, as the United States has the 
best machinery for transportation 
in the world, it should also have 
the best and cheapest postal ser- 
vice. At a recent meeting in the 
rooms of the Aldine Club it was 
proposed to petition Congress for 
an extension of the present fourth- 
class or merchandise limitation to 
eleven pounds, with rates of one 
cent on parcels up to a pound, five 
cents for five pounds and ten 
cents on larger parcels up to the 
limit. A Printers’ INK reporter 
was informed at the New York 
Postoffice that no limit exists on 
first-class matter. So long as the 
postage is prepaid a parcel of any 
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size, weight or shape may be mail- 
ed. The Department will under- 
take to carry a locomotive from 
New York to San Francisco pro- 
vided the sender is willing to pay 
the postage, but will not guaran- 
tee arrival in good condition, ag 
it assumes no risk. The domestic 
postage on a hundred-ton locomo- 
tive comes to $64,000. 


Mr. W. C. Epwarps, publisher of 

the Denton, Tex., Record and 
Chronicle, writes: 
_ At present the Record and Chronicle 
is the only Texas paper, daily or weekly 
(there are but two country weeklies in 
the State eligible thereto) in Printers’ 
Inx’s “Roll of Honor.” 


From the Press, Pontiac, Mich, 
comes a fine booklet containing de- 
tailed information as to that daily’s 
local circulation, its rural route 
subscribers, its general poctactiin | 
patronage and field. Facsimiles o 
letters from prominent advertisers 
and agents are given, with con- 
siderable valuable matter pertain- 
ing to small dailies. Harry Cole- 
man, its publisher, believes that 
metropolitan papers circulated in 
small communities have little real 
advertising value: 

here is now and then a reader who 
demands a New York or Chicago paper, 
but those are not the ones who determine 
whether Gold Dust shall be employed or 
whether Ayer’s re be given a trial. It 
is the home-read circulation from which 
the general advertiser receives his bene- 
fits and papers published in cities of 
from ten to fifty thousand _ furnish 
a twofold greater proportion of closely 
read home circulation than their big 
contemporaries. All classes of Chicago 
people wii read a morning Chicago pa- 
per, but when this paper goes fifty miles 
it goes to a reader who demands certain 
features in it that do not make it the 
paying pulling power that it is in Chi- 
cago. The average reader outside of 
Chicago is a man of the world, the 
average reader inside the limits is a 
family man who reads closely and then 
passes the paver on for the benefit of 
his household. Here is where the pow- 
er of a paper is created and this is what 
makes added power to the paper in a 
city of from 10,000 to 50,000 people. 
The smaller the city the more closel 
tread is the paper. The general ad- 
vertiser gets good results 1rom the me- 
tronolitan paper but he pays a rate that 
compels him to include much that is 
worthless to him. When the tide, which 
has already set in against quantity, rises 
to a given point the shrewd advertiser 
will be paying for less uselessness in the 
big circulations and _ distributing his 
saving more heavily than ever to that 
great class of papers which cover small- 
er fields well and appeal to the con-— 
suming class. 
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CONSIDERED BY GEOGRAPHICAL DIVISIONS AND 
BY STATES. 
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(The circulation ratings given are based upon the April, 1903, issue of the Amevican 
Newspaper Directory. The pape:s against which no figures are carried out do not fur- 
nish information upon which an exact and definite circulation rating may be based.) 


THE NORTH CENTRAL 
STATES. 


The compilers of the United 
States Census divide the country 
into five separate sections called 
the North Atlantic, South Atlan- 
tic, North Central, South Central 
and Western Divisions. The North 
Central Division includes twelve 
States. Ohio, Indiana, Illinois, 
Michigan, Wisconsin, Minnesota, 
Iowa, Missouri, North Dakota, 
South Dakota, Nebraska and Kan- 
sas; having 753,550 square miles 
of territory, 26,333,004 population 
and 9,658 newspapers, being about 
one-fourth the area, having about 
one-third the population and one- 
half of all the newspapers of the 
entire country. In this section are 
situated the second and fourth 
American cities in point of popu- 
lation. ‘It would tbe difficult to 
designate so large an area of land 
so fertile and productive anywhere 
else on the earth’s surface, and in 
this section, within the time of 
men now living, will be found the 
densest population in the United 
States. It is already the centre of 
population. 


OHIO. 
Ohio has about four-fifths the 


area of the State of New York and 
four-sevenths of the population, 
being excelled in population only 
by New York, Pennsylvania and 
Illinois. It is also fourth in the 
number of periodicals issued. In 
every respect it is an important 
field for the advertiser. 

Cleveland, Cincinnati, Columbus, 
Dayton, Springfield and Toledo: are 
all newspaper centers from which 
are issued numerous publications 
of importance as advertising me- 
dia, reaching a great clientele not 
only within the borders of the 
State, but also in regions far be- 
yond. 

Outside the cities named above, 
and Akron, Ashtabula and Can- 
ton, there are not believed to be 
any dailies or weeklies that issue 
regularly so many as 5,000 copies. 

The principal papers are: 


Akron........ Beacon-Journal,, D., 7,869 

Democrat, D., 6,283 
Ashtabula.....American Sanomat 

(Finnish), W., 8,553 

Canton....... Repository, D., 8,230 

Reposit S., . 8,538 





Cincinnati... .Commerc Tribane, D., 
mmerc’! Tribune, S , 
Commerc’l Gazette, W., ———- 


a 








Enquirer, D.,-—-— 
Enquirer, s.,-— 
Enquirei, w.,-— 
Abend Presse, D., 

Post, D., 135,349 
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Cincinnati... ..Times-Star, D., 14,018 
Cleveland... am, Morning, 


r eg AS 
News-Herald, Evening, 
Plaindealer, 




















which will be considered elsewhere 
among the classes to which they 
belong. 


i D., 59,873 ILLINOIS. 
— "oe: — The State of Illinois issues more 
World, D., _— newspapers than any other, with 
Yorld, “9 the single exception of New York, 
ee Dispatch Dp” 17,942 In population it is only exceeded 
Ohio State Journal, D., 17,183 by New York and Pennsylvania, 
oa — jane 19,825 In area it is about one-fifth larger 
Seien, mma" D.” 2,8, than each of the two it so closely 
Dayton.......Evening Press, D., rivals. There is little doubt that 
ews, +» 16,520 []linois will some day, in the not 
cums Db: 22,883 distant future, become the most 
Blade, W., 151,423 populous State of the American 
Fe Horning, ae Union. There are many who as- 
Times, S”” “ooze Sert that in the matter of daily 


The excellent weeklies, month- 
lies. semi-monthlies, religious, ag- 
ricultural and other class papers 
in which Ohio abounds, will be 
specially mentioned in dealing with 

respective class lists among 
which they properly belong. 
INDIANA. 

Indiana covers: about one per 
cent of the territory of the United 
States, has something more than 
three per cent of the population 
and four per cent of the newspa- 
pers. Indianapolis, its capital and 
principal city, is centrally located. 
There are few States where the 
entire output of the papers is so 
completely retained within the 
State borders. 

The principal papers of Indiana 
are: 














Evansville .,.. Courier, D., 11,213 
Demokrat, w., 
Journal-News, D., 11,910 
Journal-News, S., 11,08 
Fort Wayne... Journal-Gazette, D., ——— 
Sentinel, dD. —_— 
Indianapolis. , Journal, D., 18,657 
ournal, S., 12,571 
nd. State Journal, W., ——— 
ee p.. 62,1 33 
eporter, ef | 
Sentinel, D., 35,646 
Sentinel, S., 45,049 
Sentinel, W., 104,504 
Sun, dD. -— 
American Tribune, W., - 
Mancie....... Mor’g Star & News, D., 21,468 
Mor’g Star & News, S., 16,535 
South Bend. ..Tribune, D., 4,861 
Terre Haute..Gazette, D., 4,656 
} ress, 2° a 
ribune, b J 
Tribune, Ss. ts = 


Aside from those named, there 
is not believed to be in Indiana 
any daily, Sunday or political 
weekly issuing regularly somanyas 
4,000 copies. There are, however, 
a considerable number of religious, 
agricultural and other publications 


newspapers it has already taken the 
lead and maintained it for the last 
half score years. The importance 
of Illinois in comparison with 
other States is largely influenced 
by the overweening importance of 
the city of Chicago, which not 
only dominates Illinois, but the 
entire country west of Ohio. In 
the very nature of things, the best 
newspapers of Illinois are to be 
looked for in Chicago. It is equal- 
ly true that the circulation of the 
Chicago papers dominates the 
great Northwest to quite as great 
a degree as the nearer by region 
of the State in which it is situated. 
It may be that an advertiser who 
should confine his advertising in- 
vestments to Chicago papers might 
secure more profitable results, at 
smaller expense, than by the sort 
of scattering fire that comes from 
using a large number of papers 
distributed over a great region 
wherein all the most important 
people read one or more of the 
Chicago papers. A few years ago 
a prominent advertiser, having 
made a contract with the Chicago 
News and the Record, at that time 
the morning edition of the News, 
amounting to $25,000, publicly of- 
fered a thousand dollars to any 
one who would point out how he 
might obtain an equal service, for 
double the sum, by using other pa- 
pers published within five hundred 
miles of Chicago. He was never 
called upon to pay the reward, and 
it seemed to be admitted on every 
side that the service could not 
be had on the terms specified. At 
a more,recent period, when PRINT- 
ERs’ INK promised a Sugar Bowl 
to the paper that, among all those 
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published in the United States, 
gives an advertiser best service in 
proportion to the price charged, 
the Bow! was awarded to the Chi- 
cago Evening News, and no one 
has ever asserted that it did not 
go where it belonged. 

Outside of Chicago the leading 
papers of Illinois are: 





oomington.. Pantagraph, D., 9,579 
" , alan w., 8,045 
Decatur.......Herald, ) 5,304 

Review, | 5,719 
Review, S., 5,648 
Joliet ....++++ News, D., 6,576 
Republican, D., 6,794 
Peoria....+++- Evening Star, D., 23,742 
S’day M’ng Star, S., 9,717 
jowmel. p-. 

incy....+++ Journal, me 11,718 

Rockiord Fe ean Register-Gazette, D., 5,554 
Register-Gazette, S-w., 7,052 
Springfield....State Register, D., 6,202 


Aside from those named above 
it is not believed that there is any 
daily paper published in Illinois, 
outside of Chicago, that issues reg- 
ularly so many as 5,0C> copies. 

Chicago. 

The papers of the city of Chica- 
go are so numerous that they 
would exhaust almost any judi- 
cious advertising appropriation 
before the list of even the most 
deserving would have had so much 
attention as their merits would 
warrant. 

It is thought best here to enu- 
merate only a few of the Chicago 
papers that no advertiser can af- 
ford to pass by: 

Hearst’s a? American.D. and S., 





News (Evening) ........+++ eo 304,218 
Record-Herald.........00++ >, 158,424 
Record-Herald...........++ s., 171,816 
See D. and S., 





The great number of excellent 
monthlies, weeklies, class papers 
and papers printed in foreign lan- 
guages will be dealt with elsewhere 
in a proposed review of the publi- 
cations to be used to reach classes 
of people wherever situated rather 
than in an attempt to cover a speci- 
fied geographical surface. 

MICHIGAN. 

Michigan covers a larger area 
than the State of New York and 
has one-third as many people and 
nearly half as many newspapers. 
There are ‘but twelve greater cities 
in the United States than Detroit, 
and there are nine other cities in 
Michigan ranging from 16,000 to 
90,000 population. The wealth and 
importance of Michigan are often 
underestimated by advertisers. In 
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character and circulation its news- 
papers maintain a very high aver- 
age. In few other States are so 
many or such extensive advertis- 
ers domiciled as may be found in 
Michigan, A considerable number 
of class journals are issued that cir- 
culate beyond the State border. 

The leading papers of Michigan 
are: 


Bay City...... Times-Press, D., 8,649 
Detroit....... Free Press, D., 41,952 
Free Press, S., 51,260 

Journal, D., 47,382 

Times, D., 27,657 

Tribune, D., 15,254 

Evening News, D., 91,067 

ews-Tribune, S., 45,690 

Grand Rapids. Evening Press, D., 33,216 
Herald, D., 20,156 

Herald, S., 12,775 

Post, D., 175457 

Kalamazoo. ...Gazette-News, D., 7.346 
Telegraph, D., 7.403 
Saginaw...... Evening News, D., 9,843 


It is not believed that any daily 
in the State, aside from those men- 
tioned above, has a regular issue 
of sO many as 5,000 copies. 

WISCONSIN. 

Wisconsin is about one-eighth 
larger in area than the State of 
New York. In population it ranks 
13th among all the States in the 
Union. It issues nearly 700 news- 
papers and periodicals, has 12 
cities of more than 15,000 popu- 
lation. Milwaukee, the metropolis 
of Wisconsin, ranks 14th among 
the great cities of the United 
States. A complete list of all 
dailies and weeklies believed to is- 
sue more than 5,000 copies regular- 
ly is given here: 








Appleton..... Montags Blatt, W., 6,193 
Volksfreund, W., 6,311 
Eau Claire....Reform, W., 5,515 
Ft, Atkinson.. Hoard’s Dairyman, W., ——— 
Lacrosse...... Volkspost, W., 14,055 
Madison...... Amerika, W., 9.496 
Wisconsin Farmer, W., 
Milwaukee.... Evening Wisconsin, D., 20,743 
Free Press, D., 17,590 
Free Press, S., 12,433 
Germania-A bend 
Post, D., -—— 
Germania, , i 
Herold, D., 16,291 
Herold, S., 14,078 
— D., 29,425 
uryer Polski, D., 5,083 
News, D., 21,367 
Sentinel, D., 32,171 
Sentinel, S., 42,909 
Acker und Gartenbau 
Zeitung, W., 68,827 
Catholic Citizen, W.,—— 
Columbia, W., 6,904 
Der Haus & Bauern- 
Freund, w.,— 
Deutsche Warte, W.,—— 


Erholungsstunden, W., ——-— 
Excelsior, W., 6,592 
Farmer’s Sentinel, W., 19,121 
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Mirek eR eer etorald, w., 15,307 
Oshkosh. ..... Northwestern, «» 5 ;902 
Racine........Wis, Agriculturist, W., 27.515 
West Superior.Evening Telegram, D., 5, 

Every advertiser familiar with 
the State knows that the German 
and Scandinavian element prepon- 
derates, Here if anywhere it will 
be found advisable to make a lib- 
eral portion of the appropriation 
for advertising in papers printed in 
languages other than English. 

MINNESOTA. 

Minnesota has nearly double the 
area of Ohio, nearly half as many 
people, and more than half as many 
newspapers. It has two cities that 
rank among the most important in 
the United States. 

Its leading newspapers are: 


—- 





Duluth........ prenteg Herald, D., 12,669 
News-Tribune, D., 11,590 
News-Tribune, S., 10,575 

Minneapolis .. Journal, Se 54,028 

es, Of 
Tribune, D., 66,872 
Tribune, S., 56,350 
Tribune, W., 74,714 

St. Paul......Dispatch, D., 49,052 
os oa W., 68,439 
Globe, 22,325 
News. D., 30,619 
Pioneer Press, D., 34,151 
Pioneer Press, S., 30 
Pioneer Press, WwW 


In addition to those catalogued 
there are a considerable number of 
Skandinavian papers with large 
circulation among the farming 
community. The most important 
of these will be specially referred 
to when papers printed in foreign 
languages are being considered. So 
also under the proper headings 
attention will be given to a consid- 
erable number of excellent class 
journals. 

IOWA. 

Iowa has more than one-sixtieth 
of the area of the United States, 
over one-thirty-fifth of the popu- 
lation, and about one-twentieth of 
the newspapers. It issues more 
newspapers than Massachusetts. 
and is destined to become one of 
the richest and most populous of 
the American States. Although 
it has no metropolitan city, still 
there are within its borders nine 
places of more than 15,000 popula- 
tion, and. s Moines, the cen- 
trally located capital, has more 
than 60,000 . people. 

The leading papers are: 
Burlington. ...Gazette, D., $272 
. Hawk . D., 6,313 

Clinton.......Advertiser, D., 10,233 
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Council Bluffs. Nonpareil D., 
Davenport... . es, D., rE 
Des Moines. ..Capital, D., 24,019 
Capital, Ww... —— 
News, D., 37,118 
Register & Leader, D., 25,35 


Register & Leader, W 
Dubuque......Times, 


*y 27,2 
me 
Marshalltown . Times- Republican, S-w,, —— 


Ottumwa ..... ourier, S-w., 6,984 
Sioux City. ... Journal, D., 16,963 
Sioux City. ... Tribune, D., 12,979 


_ Aside from those enumerated it 
is not thought that there are in 
Iowa any dailies or political week- 
lies issuing so many as 5,000 copies 
regularly. There are, however, a 
considerable number of papers 
printed in foreign languages or in 
the interest of farmers, who com- 
prise the principal part of the pop- 
ulation, that are specially worthy 
of attention and will be noticed 
elsewhere under appropriate classi- 
fications. 
MISSOURI. 

Missouri has about a quarter 
more area than IIlinois and ten per 
cent more people than Massachu- 
setts. Only four States issue as 
many newspapers. It has three 
cities of more than 100,000 popu- 
lation, one of them, St. Louis, 
ranking fourth among the great 
cities of America. Outside of St. 
Louis, Kansas City, St. Joseph and 
Maryville no newspapers, either 
daily or weekly, get credit for is- 
suing sO many as 5,000 copies reg- 
ularly, and only 105 have regular 
editions exceeding 1,000 copies. 
The St. Louis papers are excellent 
to an unusual degree, and those 
of Kansas City are scarcely less 
so. The Printers’ INK Sugar 
Bowl, awarded a few years since 
to the newspaper published west 
of Chicago that gave an advertis- 
er better service than any other, 
in proportion to the price charged, 
had to be given to the Kansas City 
Star. Among all the competitors 
for it there was not one that failed 
to agree that, next to itself, the 
Star's claims were stronger than 
those set up by any other competi- 
tor. The leading newspapers of 
Missouri are: 


Kansas City... Journal, D., 56,376 
ournal, W., 161,109 
tar, Evg., 104,306 
Times, Mng., 56,77 
ay . 104,94 
tar «» 219,140 
World, D., 62,978 
Marvville.....Tribune, w., 5,001 
St. Toseph....News, D., 26,409 
St. Louis ....,Chronicle, D., 








k- 








95,597 
122,5. 
124, 
104,134 
181,072 


"9 


Pos 


109 

113,256 
— 
ne Ogatas 

In addition to these there are a 
limited number of religious, agri- 
cultural and other class papers that 
will have appropriate mention 
elsewhere. 

NORTH DAKOTA. 

North Dakota has nearly double 
the area of New York State, and 
a population somewhat smaller 
than the city of Buffalo. It prints 
177 newspapers, and among the 
most important are: 


pare, 


n 


Fargo....+++- Forum & Republican, D., 3,517 

aa Forum & Republican, W., 4,544 

Grand Forks pols, D., 4:759 
orman +s 4y 


den, 

Aside Pec. these no daily or 
weekly in the State is believed to 
print regularly so many as 2,000 
copies. 

SOUTH DAKOTA. 

South Dakota thas about the 
same area as South Carolina and a 
population smaller than Oregon. It 
publishes more than 250 periodicals 
of all sorts. Tha leading ones 
Abendetn....Debota Reralict, W., 

kota Farmer, S-m., 24,918 

Sioux Falls...Argusand Leader, D., 5,819 
Western Farmer & 

r ~., —— 

Only 25 publications in the State 
get credit for issuing regularly so 
many as 1,000 copies. The people 
of this State get their reading 
matter largely from the East. 

NEBRASKA. 

Nebraska has about one-forty- 
fifth of the area of the United 
States, about one-seventieth of the 
population and more than one- 
thirty-fifth of the newspapers. 
ihe leading newspapers are: 





edieaid Commoner, w.-— 
- Amerikan 

’ W., 131,744 

Neb. Independen w. an 

eb. Independent, 17,957 

Omaha........ Bee, vD.,— 
Twentieth Century 

ee fo —_— 

News +» 32,777 

World-Herald D., 28,987 

World-Herald, w., — 

Der Danske Pioneer,W., 28,478 

Farmer, +» 26,600 


Nebraska 
South Omaha. as = 4 Journal- 


Aside from those’ named, no 
daily or weekly in the State is be- 
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lieved to print so many as 5,000 
copies regularly. 
KANSAS, 

Kansas has an area double that 
of the State of Ohio, a population 
considerably smaller than the city 
of Chicago, and supports nearly 
700 newspapers. Its largest city is 
Kansas City, nsas, practically 
a suburb of sas City, Mo. 
Topeka is the second place in point 
of population, Wichita coming 
third. The leading mewspapers 


are: 
eavenworth,. Time, 


dD, —— 
Times. oo 
Topeka.......Capital, Dy 1% 
Capital, S-w., 1 
Herald, Da; -G 
State Journal D., 13,012, 
vied Mail and Breeze, W., 32,447 
Wichita....... Beacon, D., 10,249 
Eagle, D., 16,781 
Eagle, W., 6,774 
Aside from the papers named 


there is believed to be no other 
daily or semi-weekly issuing so 
many as 5,000 copies regularly, A 
socialist organ, sold for 25 cents 
a year and issued weekly at Gir- 
ard, a place of less than 3,000 pop- 
ulation, is credited with a regular 
output averaging 195,309 copies. 
—_—_+or 


Never look for thousands of replies 
from a single publication—even though 
the solicitor practically guarantees s 
returns—few ever produce them.—The 
Advisor. 


———_ +e-- 
ADVERTISING turns stocks over and 
over with wonderful rapidity, no mat- 
ter whether the merchant or the manu 
facturer does the advertising.—Progres- 
sive Advertiser. 


a 2 2 ed 
DEPARTMENT STORE AD ILLUS- 
TRATED. 
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WHY THE PABST PEOPLE 
DROPPED OUT. 


Passt BrEwinc Company, 
Milwaukee, Wis. 
Mr. J. Walter Thompson, Times Build- 
ing, New York, N. Y.: 
I hand you herewith copy of a letter 
I have addressed to the secretary of the 
Association of American Advertisers. 
You are at liberty to make any use of 
this letter you may see fit. 
J. R. Katurens. 


About a year ago, at your solicitation, 
I became a member of the Association of 
American Advertisers, and have been en- 
deavoring to find out ever since what 
benefit the company I represent has de- 
rived therefrom. I appreciate cor- 
rect circulation figures, but your Asso- 
ciation is not throwing any new light on 
the subject as far as I am able to ob- 
serve. 

If the same degree of enthusiasm 
were directed toward helping perfect 
the American Newspaper Directory, at 
the end of the year you might have 
something substantial to point out on 
the gain side of the ledger. The effer- 
vescent circulation liar will be always 
among us, and in cases where the Di- 
rectory publisher is unable to obtain 
information, the experienced advertiser 
has little or no trouble in forming a 
very fair idea of what the situation is. 
Because the company I represent does 
not wish to antagonize some of the best 
ublications in the country, I respect- 
ully withdraw from membership. 

Very truly, 
J. R. Karurens. 


That the A. A. A. appreciates 
the value of the American News- 
paper Directory was shown by the 
fact that at their convention held 
on January 29 and 30, 1902, at 
Delmonico’s, New York City, the 
following resolution was passed 
unanimously. 

It is the sense of this convention that 
the labor expended and the statistics 
obtained by the publishers of the Ameri- 
can Newspaper Directory, during the 
thirty-four years of its existence, have 
been invaluable to advertisers. Al- 
though their definition of circulation is 
the number of copies printed, and not 
the more exhaustive and satisfactory 
definition recognized by this convention, 
which requires a knowledge of the net 
paid circulation and its distribution, still 
it is believed that this Directory more 
than any other has kept before adver- 
tisers the fact that a correct knowledge 
of circulation is essential to the success- 
ful advertiser. ; 3 

If the Executive Committee of 
the A. A. A. would give some con- 
sideration to the suggestion con- 
tained in Mr. Kathren’s criticism, 
it would be in its power to aid the 
Directory editor in the two or 
three hundred cases where the As- 
sociation ‘has made investigations, 
and advertisers who are not mem- 


bers of the Association, as well as 
newspaper men, would thereby be 
afforded an opportunity to judge 
of the value of the circulation re- 
ports furnished by the Association 
as compared by those issued by 
the Directory editor, the two ap- 
pearing side by side. Furthermore 
the appearance of these ratings 
would reveal the progress bei 
made by the Association and j 
the showing was satisfactory lead 
to application for membership 
from advertisers who at present 
stand aloof, either because they do 
not approve of what the A. A. A, 
is doing or because they are of the 
opinion expressed by the represen- 
tative of the Pabst Brewing Com- 
pany that the A. A. A. is not doing 
anything that is of any practical 
value. 


— 
THEY ARE FOOLING 
JACOBS. 


Curnton, S. C., May 21, 1903. 
Editor of Printers’ INK: 
_I have read with interest your ar- 
ticle in the last issue of Printers’ Inx, 
covering mediums in the Southern 
States. As a Southern man, I appreci- 
ate it, but as the advertising manager 
of prominent mediums and the special 
agent of many others, I beg to call your 
attention to omissions which tend to 
work injury to reputable mediums. I 
inclose a list of papers which I repre- 
sent, either as owner, sole advertising 
manager, or as special agent, and whose 
circulations I can vouch for. I guar- 
antee all these circulations in all ad- 
vertising contracts and facilities are af- 
forded all advertisers, desiring it, for 
the complete verification of these fig- 
ures. You will observe that you have 
omitted some very prominent journals, 
some of them fifty years old and ney 
all of them having circulations whi 
would have entitled them to mention un- 
der the terms of your article. Of course 
you have a right to mention in your 
paper such papers as you please; but 
ou should not exclude others which 
‘ave circulations exceeding the limits of 
your statement and then state that you 
have mentioned all having circulations 
of such size. Yours very tuly, 


Rego Press Atetsig Syndicate 
. ig 


LIST OF PAPERS WITH CIRCU- 
LATIONS. 


VIRGINIA. 

Central Presbyterian ............ 5,500 
Balt. & Richmond Chr. Advocate. .9,000 
NORTH CAROLINA. 

Christian Sun 
SOUTH CAROLINA. 

Southern Presbyterian ........... 4,200 








Pan, wee 


ni 








ist Courier ..cssssedeeesss- 6,200 
‘Associate Reformed esbyterian . 2,800 


South Carolina Baptist ........ + +5,000 
ALABAMA. , 

Southern and Alabama Baptist....7,250 
MISSISSIPPI. 

The Baptist .....-cccccecccccees 7,650 
TENNESSEE. 

Baptist & Reflector ......-..++-- 9,000 


The article referred to is stated 
to be based upon circulation rat- 
ings given in the latest issue of the 
American Newspaper Directory 
and the editor of that work, on be- 
ing shown the above communica- 
tion, says he fears Mr. Jacobs is 
still under the impression that the 
circulation of a newspaper is to be 
found by multiplying the number 
of copies printed by five or by 
some other equally liberal system. 
From not one of the papers men- 
tioned by Mr. Jacobs did the Di- 
rectory editor receive a circulation 
report and, from the best informa- 
tion at hand, he is of opinion that 
only one of the lot prints half as 
many copies as Mr. Jacobs gives 
it credit for. 


saiinidenenttiiatemedsimnd 
IMPRESSIONS RECEIVED FROM 
ADVERIISING SCHOOL LIT- 
ERATURE. 


New York, May, 25, 1903. 
Editor of Printers’ Ink: 

When a young man has an ambition 
kindled in him to rise higher in the 
scale of life, he usually looks over all 
the professions to see which is the most 
promising. 

He reads catalogues from all the dif- 
ferent schools and colleges; looks at 
them from every point of view, and is 
very critical, or thinks he is. Any little 
thing can influence him one way or the 
other. For instance, if a word is mis- 
spelled in the letter accompanying the 
catalogue, or if it is incorrectly punctu- 
ated, that school is daomed so far as 
he is concerned. e does not stop to 
think that it was possibly a_ stenograph- 
er’s error. I finally turned my atten- 
tion to the advertising field, as I had a 
friend in that business who was making 
a good salary without doing much work, 
so I then thought. I wrote to three or 
four of the most widely advertised 
schools, and here is how they impressed 
me: 

The first one written to sent me a 
catalogue with a letter very promptly. I 
read it carefully, and it read very much 
like an “Arabian Nights’” story. It told 
how office boys’, clerks, etc., had risen 
in a very short time to influential posi- 
tions commanding high salaries. It 
raised my ‘expectations to that feverish 
height where I could almost feel the 
money drop in my pocket. I thought 
the days of my struggling and hard work 
were nearly over. After I had finished 
treading ‘he catalogue, etc., and had 
cooled down, I began to think the mat- 
ter over. I said to myself, if these peo- 
ple can teach me how to make three or 
four thousand dollars a year in three 
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months, they would certainly ask more 
than $40 tuition fee, as they could get 
more if they could do all thev claimed. 
I finally decided that it was too much 
like these “get-rich-quick” 
The next one written to was very simi- 
lar to the first with the exception that it 
did not offer quite as large inducements. 
But then they were too large to 
lieved. The third one impressed me 
very favorably at first. It seemed a 
good business proposition, but I wanted 
to find out more about it. I waited for 
follow-up letters, but they came at such 
long intervals that the points made in 
the previous letters had escaped my 
memory, and it was like reading an in- 
complete proposition each time. 
thought that if this school did not 
know more about the follow-up system 
than this, 1t was not capable of teaching 
any one much about advertising. The 
fourth and last one sent me a personal 
letter. I could not help but be in- 
fluenced. by the honest ring that pervad- 
ed every sentence. It did not claim to 
make an expert of a $5 clerk in three 
months’ time. It simply said that it 
would require a certain amount of edu- 
cation and a good deal of hard work on 
the aged of the student. They would 
simply act as a guide to point out the 
pitfalls into which others had fallen, etc. 
I believed what this school’s letter said, 
because it seemed to be the truth. I 
think that literature from advertising 
schools should be a model of its kind; 
that it should be an example of what kind 
of work the teachers are able to write. 
Why is it that most of these people ex- 
aggerate their statements to such an ex- 
tent? Isn’t it better to tell the truth 
at the beginning than to let it be found 
out in the end that your statements are 
not true? Or, do people like to be hum- 
bugged, as Barnum, said? I think not. 
t might interest you to know that the 
school that i”? eo me so favorably, 
and from which I am _ receiving instruc- 
tion, is that of Mr. Wolstan Dixey. 
think I am getting the best that can be 
rocured in being taught by the two 
nest teachers—Printers InK and Mr. 
Dixey. Yours truly, 


Wed9. We 


458 Manhattan Ave. 


schemes. 


_+or———_ 

Apvertistnc is a plain business prop- 
osition and should form the foundation 
of every business venture. 

——_<+oo—___—_—— 

IF you put too many eggs under r 
hen she can’t hatch them—don’t adver- 
tise bigger than your business justifies.— 
White's Sayings. 


Never lure friends into speculative 
deals or advertising propositions with- 
out warning them of the danger of 
things going the wrong way.—The Ad- 
visor. 


WuHewn the ad talks one way and the 
salesman another, the prospective cus- 
tomer is apt to halt between the two 

inions and turn his patron: to the 
place where stories hitch.—Jed Scarboro. 
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SOMETHING ta el POvicE SEL- 
DOM $ 


It is often hard g pe the begin- 
ner in advertising realize that it is not 
altogether the merit of his article that 
sells it but rather the ingenuity of the 
advertising. Ask the cuperienced adver- 
tiser about it and he will tell you that if 
you had genuine a aoe gold bricks 
or government bonds and you offered 
them at half their actual value you 
would have difficulty in selling them if 
your advertising—-your ads, booklets, 
follow- "up letters, etc.—lacked the right 
ring. your article or remedy has 

enuine merit, so much the better, but 
its merits alone will not seJl it—it must 
be exploited along lines that give assur- 
ance of success, and the wording must 
be such as to arouse confidence and 
interest. This is true of all advertising. 
—Ad of Eugene Katz, Boyce Building, 
Chicago. 





THose who wait for the dead and the 
man who never advértises will long go 
barefooted.—White’s Sayings. 


— +) 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di. ay, 40 centsa line. Must be 
hai one week in advaiuce. 
aoe 


AILY pa stern ela ‘ple 
D representation i the min the 1 Eastern d Slenee 
address “ H. 8.,” 


ORE than 200. spine ot =~ aaeeen edi- 
M® tion of the World'are are sold in Greater New 
rk every day, any two other papers. 


a ere + city circulator to buy or 
take chi nape ot circ’n of 6,000 on alter- 
noon paper. CHRONI fo NICLE, Houston, Texas, 


Wes experienced advertising solici- 

tor for afternoo: opener. Give refs.,salary 
exp’d. SHREVEPORT J: AL, Shreveport,La. 
W etic t good original stories and short ar- 
ticles relating to the farm. All accepta- 
manuscri| paid 


pts for. FARM LIFE, Rand, 
McNally Bldg., Chicago, 


Be | man, writer and eer. 
wishes to house 
sition open where ato ya a ig pone and 
separtense can be ne lized, CHISHOLM, 
ion G, Philadel; 


“ADVERTISING po os ads for merchants. 

15,000 1n stock, ene 40 oest busi- 
nesses. N half a pnp State 
our line and send f ares Pree be oy HAR- 
PER ILLUSTRATING. "sYNDICA’ 'E, Columbus, 
O. Good agents wanted. 


WV ANTED — Office systeinatizers, managers, 
anein clans or | Teh interested in aa 





fire, water, dust, mice, rats’ 
AS Bae ee 0 our Metal 


bigeee s offer a aon THE ‘SE ER 
pat tear — especially be- 
=, will have an exceptional opportu- 


grade men to ns that we have open for 
men, superin’ 

etc. ot you are tn ufive and clerical men of all 

booklet, HAP ic. eaeey Seale New 

¥ork ; Paco iN sylva- 

Sor fone Ba 


I bscripti 
Wig za ctr 
look ‘into this. none Dinces, 


service for trade 
jes only. ATLAS PUB 
SORELY cor Pare Pet Printers’ Ink. 
WE wanta | ag web perfecting n 
ve for disposal a Campbell 
eine a yt @ Scott stereo 
nome, th in gone condition, coroplete 
seoreoty ping, outfits. Also other surplus ma 
terial cluding two Thorne typesetting ma. 
chines, wae ee ph —_. 
orrespo: 
CAPE ANN NEWS, 
Glo loucester, Mass, 
JE =PSeIER : 12 yrs Baee 8. one firm, 2 yrs. assist. 
ant and 10 yrs. sole manager ‘of Eee 
and office, sean ge =| Siplonnece adver. 
tising, . demanding high execu. 
tive ve ability. ,—%- married man. 
rences: Old by op and two of the 
coun! 


la ad agencies in 
rest ad one —— anywhere after May 1, 


J. A. 5OSEPH. Asheville, N.C. 


———__- ++ — —— 
MAILING MACHINES. 

T=? DICK MATCHLESS MAILER, lightest and 

ick Price ALENTINE, 


est. F. J. V 
Mfr., 178 Vermont 8t., Buffalo, N. ¥. 
— +08, 


FINANCIAL. 
66 PRACTICAL Wall Street.” A Pamphict tor 
MALLET? 


traders. Write for free copy to 
& WYCKOFF, 10 Wall St., New York. 
——- +0, 


LETTERS, 


: =, —All kinds received from newspaper 
advertising wanted and to let. What have 
‘ou or what kind do you want? MEN OF LET- 
ERS, 505 Broadway, New York. 





a 
LITHOGRAPHY AND TYPOGRAPHY 


ERTIFICATES, Bonds. Diplomas, Letter 

heads, etc., partly ithographed and to be 

completei 3 tvpe form. Send my & an a 
ALB ING & CO., 105 William 8: ° 





—— +> 
ELECTROTYPING. 

E make the electro’ for PRINTERS’ INK. 
We do the el yping for ome < eS 


advertisers in STonD & oO 
— WEBSTER, CRAWFO & CALDER WS 
8t., New York. 


COIN CARDS, 
PER 1 Less for more ; . 
8 THE GOLN WRAPPER CO. Detroit. Mick. 
et eth ge the most ) ponattont in 
$2 mailer Costs no . 


re than 
ferior ones. Pg for sample. SOME COIN 
MAILER CO., Burlington, lowa. 





PRINTERS. 


P@yrs Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


partue— PRINTING — PRINTING — PRINT- 





If you want clean, clear, convinci 
rinting, send your ‘work to WM. JOHNSTON, 
Printers Ink Press, 45 Rose St., New York. 
| bs > a are not satisfied where you are, try us. 
all kinds of book and new: 


mptly and satisfacto ON 
oe BANR ERS . 5 Vandewater 8t., Now York. 


Brel ans a art 
ADVERTISING NOVELTIES. 


APEROID Posie Wallets, 4x7, 1, 
wk SON See cone cues Teather. be F 





AMT. , finely cut steel nail fle, in metal 
ng nouns Fens anther came. Bamapte ple . 
ertisers our on, tte: 100, 
1000, $30. J.0. KENYON. NYON, Owego, N.Y. 


Are NOVELTIES which in in 
pe ony “THE | Ae &H HOad'0o., 
in all large 











TSR == Kae 


re ee 


. = 





. MISCELLANEO Us, 
Porairereemen semua ODER SUPPLY 
Santa Rosa, Cal 


——— 





ADDRESSES AND ADDRESSING, 


OUTE NAMES, heads of families, any 
vawanti, #1 pee r 1,000 « eretted 200, 2% cents. 
W. D-AXLINE, 


mien + ae EAE 
HALF-TONES. 
oT r half-tones, !-col., 1 
—— rin THE YOUNGSTOWN® hie Ex. Li 
GRAVING CO., Youngstown, Ohic. 
a 
PHOTO-ENGRAVING. 


RITE us for circulars and prices, THE 
ROTANDARD ENG. CO., a Ann 8t., N. ¥. 


raving at a moderate cost. 
G OOP ARDARD. cH Aan St. New York. - 
——- <> 
SUPPLIES. 
D. WILSON PRINTING INK CO., Limited, 


. xt 17 Spruce 8t., New York, sel jl more mag- 
t inks than any o' other ink house in the 


{Special prices to cash buyers. 


BUSI. NESS OPPOR: OPPORTUNITIES. 


rr wish to sell a busine business or any kind - 

deontnes —— anywhere for Pee 

and price ; I will send free boo let 

tating Mow its lone ; no commissions. EMER- 
E PUY, Specialist, Des Moines, La. 


ADDRESSING MACHINES. 
A te Wallace sto MACHINES—No type 
ncil Add 


used in 
ressing machine. A 
index es of addressing used > ime 


ie. ublishers thro: cout the. ee. Se 
for circulars WALLACE & CO., 29 Marvay Be, 





+e 
PREMIUMS. 


—— goods are trac are trade builders. Thou- 
sands 0: < suggestive jums suitable for 
td whol and o — the foremost makers 
elry and 
lustrated catal 
published of Eonealty oy st : ‘towne now ready; 
. F. MYERS CO., 46-00-08 Maiden Lane, N.Y. 


DECORATED TI =D TIN BOXES. 





ye ym ce of a packs ofttimes sells it. 
You cannot 4 ne how beautifully tin 
boxes can be decorated and how they £m 


eline boxes and caps. Send 
minder called * De Tt It Now.” It is free; so are 


any smn Ce iCaK RMIOPrER COM COMPANY, 
Street, 


Brooklyn. New York. 
The largest "makes of Tin Boxes outside of the 


BOOKS. 
RINTER’S HELPS AND HINTS, 5c. Circular 
free. KING, Printer, nt Mass. 


ST Hier teak Paty ee 
a, comp lete lessons. 


Advertising,” 
In 
Wr AG Soun si. we 
W AGENSEL ER, se ‘Author® Dept. P. 


rr Me ADVERTISING F a PARTNER.” a book 


merchan' advertisers who 
write thelr own ads. ‘ia rages 0 OK ig ee 
lines, cate ne 
By mail, $1 $i. ALC. ROWLAND, Pub. ae Columbus,0. 


Anyecs orders for Ae of wate 
ee eaee of the é the avert, second pA y and mee 


edition, are now so! The 
ies ae kok een Dollar (by wholesale 





hundred), payable in advance. Address 
P, ROWELL & CO. :10 spruce 8t.,New York. 
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CALENDARS. 
Mo" == oe 5 line of ad calendars 
Write for 


HIN, 
8t., New York Gity, 


——— - +0 
LINOTYPE CASTIN CASTING BOXES. 


HERE speed is not an’ all-important ques- 
We rer. enter connection is not avail- 


rem: 
eoerpe Ne Metal is the acme of excellence. E. W. 
Bal FORD & CO., 54-70 No, Clinton 8t., Chi- 
“A Tower of Strength.” 


—___—_+o- 
ADVERTISING TISING MEDIA. 


line for a pewrtens in THE 
10 JUNIOR: Bethie 
yeas Southern lowa oS i country weekly is 
Chariton HER ALD, 2,100 sworn cire’n. 
RITE to us about “ 8 Business Bringers.” 
THE RELIGIOUS PRES PRESS ASS’N, Phila., Pa. 


gel nw th GUIDE, N Market, N.J. A 
A postal card Sail bring sample copy. 


ET into the Soutmee est. Okla. and Indian Ty. 
NIBLACK ADV. V. AGENCY, Gutbrie, Okia. 


OUR AD in 40 mail-order Mas for Ms ponte 


per line. Send for tist. GRAU, 7 
172d St., rnd York. 
NY pe n advertising in in PRINTERS’ INK to 


thes amounts of $10 or more is entitled to re- 
ceive the paper for one year 


OULERY ae, Se. year ; ad rate 5 cents 


Cirenlation a Bo na 
wuliamd s METLAR. New Brunswick, i all 


TE. 2aneen ere ws, Sey 

mo; +o ion era! copies, 

rate 20 centsa line. Forms close the ‘2th. 

your agency about — TSEEs 

W 8CLESALERS AND | AND RETAILERS RE- 
Francisco, 


ers wine, beer 
and spirit, trade of entire West and Orient. It 
creates a demand. Write for rates. 


KLAHOMA m. o. field ripest ever known. Get 

your ad in OKLA ER. 12,000 readers 
(who buy) every weet. 20c. inch display, 5c. line 
reading. ER, Guthrie, Oklahoma. 


OWN TALE, Ashi Oregon, has a 
Fa cireulat on of e. 
bh other Ashlana are rated at less than 
1 Pow by the Ameri ewspaper Directory. 


OAs 50c. per line for each insertion in entire 

of 1 Ts 24 papers. i mostly in 
New York, Pennsylvania. 
UNION PRINTING oh. 0.1 Vandewater bt., N.Y. 


class every week. 
lay ; 5 cents a line, reading. POST, Mid 
lvania. 


$10 WILL pay for 6 Ry 4 adveroemess 
veer Sane a pa GigAGo" NEWSPAPER 
UNION, tors 8t., N Catalogue on 
application. 100,000 circulath jon —~R- 
ENZIGIR'S ek! il the illustrated Cath- 
ic family month’ "Indorsed a ~y 
quaitieae one Tisbope. Subscription 
Circulation 35,000 mon 


eed an an agate line pene. ine BEREIGE BROS., 36-38 


Tet STOCK REPORT 


bat i is * Oe evid 


address Rie LIVE STOCK & PORT, Union Brook 


50, 000 100 seas That’s what the PATH. 
e advertiser 
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EXCHANGE. 


rae what you don’t want for some- 
—y something similar, and want to ex = 

change sr meee 
py ag There are many 

the ably many per Tay 

you.can effect a a@ speedy and advantageous ex- 


The putes | for such ena is 
10 cents per line each insertion. 
advertisement. 





Send along your 





FOR "BALE. 


Few “Wash. prenees_ big bargains tn good bases und 


a Ideals ; 
10x15 job presses. WALKER CO., Madison, Wis, 


R SALE — Goss Perfecting Press, 4 and 8 
pages, 6,7 or 8 col first-class condition. 


gies Prion very 9 Sddress * PRESS ” care 


FOR, S418 Cox Dupler Fist Bed Perf 


prints 4, 
or 8 pages of six or seven and 8, 12 or 
1 reas of size; used e only a_ short 

ne frst clase in every ery respect. and can be had 
bry we are putt a larger press. 
aRTHU CAPPEIL To “Topeka, Kanone 


R SALE—Four castings, 2 tail 

shaver. = me! This is Joe's 
forvehguecs mobo tnd ta Bow dinpaced to fare 
or een mon a now 
| room for au' It is fn Reet 


and will produce perfect plates of the 

following sizes: seven or eight columns 2178 

inches long and 7-1 7-16 inch thick, Address “* PUB- 
ibuve, Chicago. 


—_+o>——_——_. 
AD VERTISEMENT CO. CONSTRUCTORS. 


USINESS LIFTER const > advertising. 
B haa poet a 


trade. = rea free, 
es ALL LaWIMORE, Wester Westerville, Ohio. 


RITE pastorate” ae 
= L. F. R, Alton, Ill, 


Facial, cuts and special special wiees tr 
ge tail business. Retrad low ‘or 52, AR’ 


LEAGUE, New York 
WRITE ads thet ,and bring busi 
Wr.te to me—do it » PAUL L. SMITH, 


520 Davis St., Evanston, Il. 
A Pia prea Oho We Wat 
pes et My 


HH" AE Drexel Buildi: =e eh 
91 — 
Adwriter . Systems devise: devised and 


H°*. enattatan, Booklet as ha as y' 
pith ay as abso! OFr as nod 


=, as to-morrow—ask of Piain- 
NJ. 
WRITE follow-u — stipe Soc 
lets, folders aptl i ques guestio 
V'll answer promptl To 
N, 2ist a ‘hilade] 
be well sme carried out, are dis- 
tinguishing we ‘ot m™ adverti work 
ACK, 934 


—so clients sthity. 
ve., sas C 


y= e snappy, “sensible ad-cop; mai 
Pou os Bn Bf 
wanted, t Lie: at once. Ad- 
5 7 cane re Printers’ Ink. 
EWSPAPER advertising for haberdashers. 
Am writing for men’s ass 
store south of New York, A. OWEN P’ Y¥, 
919 E. Capitol St. Washington, D. 

OANSTON, of Printers’ Ink Press, does all 
kinds of printi in an te style. He 


writes better ads people. Adi 
‘W. JOHNSTON, 45 Rose St., N St., New York. 


RANTED—you want vant the services of a adver- 
man, But whose! Probably the ser- 
vices of the man who can show he howd one plen- 


work for men. *y I 
send m my evidence BENJ. SHERBOW, Ad- 
vertiser, 1019-21 Market St., Philadelphia. 


AY RES 


eine | 
AM aving ro fap more for powd ~~ mrder to rie mate 


Son free, ROBS D. *SRENIGER 
Chestnut St., Philadelphia. = 


I by’ TAKE BOSTON tis 
selli ‘or & typew: 4 
furniture, ae 


ne. e 
jalty. Write me and me to te! 
ail about it. GB PERKING™ _ 
Atlantic Ave., Boston, Mass, 


RUGGISTS’ 1s artang @ specialty with 
D me. swing and life’ in my 
oe for Retailers. eth you want as sam 


es four 
Satoh Rastecons ote, of or smaller, ey wi 
cost you $2. I can’t give you more at the oy wil 
except on contract. 
Just write, 
. MERRITT pk! - 
"Passaic, N.J, 


gn gS and designe one should use this 





rice is we ts the heapest 
P is O cents a ed 

of any m nts ene betng the circula- 
tion and in 


Pinner of of the _re sue- 
— adwriters — won fortune 


persistent use this. co 
began small and, Kept af it ieee. 


Address orders, PRINTERS’ 0 Spruce 
Be New York. 
‘ ADS attracti 
; A Ads in bright ad flowing verse 
M as - 
Ads that into the brain, 
Ads that don in vain, 
Py mn srers Eee. is 
That’s the class of work done by “ JACK THE 





tat, booklet of mine tr of the all-i 

juestion sales. experience | 
of ten ears as advertiser manufactar- 
ing and wholesale concerns me to + 
— Ww) for ‘ area 





EDMUND 
Am, Tract Bide. New York. 


1. Me L-ORDER ADVERTISING—Ads, bookiaty 
Len. BL oa THAT PAY. (ne man is 
successful 





» little 
dress dress KUGENE itre Bose Bidg., Chicago. 


YOUR ACTUAL TARGET. 
ho already knows you and your goods. Your 
who a nows you 
advertising shou id be al med Taacively at the 
ast army of those FO 80 far know yi of 
either, and it is“ up to you ” to suggest pro 
ing one ies to that mass of hitherto indiffer- 
tition pane EA. of keen and clever —— 
jon 
measure ” “— what 3 —¥ a send them—DON'T 
RGET ose who don’t forget 
“that I build c on onal -torpid lines. 
Catal pes ets, ice Folders, 
Circulars, ‘ing Cards and Slips, Newspape: 
and Magusine Advts., etc., etc. 


Upon receipt of ive of new busi- 
ness | g! send by mail ples of my “do- 
ings,” which sometimes create a desire es 


“thi ” in the —2. < m™: 
fw » sePRANCIS I. Ro pos cards 
No. #7, 402 Sansom St,, Philadelphia, Pa. 








~~ on owed 


2 t fe ew aw 











oe 


Si Dade 


rrr Tr een 


verlag eat dale ers higiirrs Big Pages 2% 


eople rely upon the information 


n advertising, ‘and 
au the demand. Progressive 





Tue home is the crucible where most 
advertising claims are tested. If the 
wool doit to measure up to the belief 
scons the advertising has inspired, xe 
then that advertising becomes a 
erang rather than a benefit tothe oo 
vertiser.—Jed Scarboro. 


—_—X—X“—“—“—“_a_—_:_"— 
Displayed Advertisements. 


ents a Vine; $40 0 page; 2 5 per cent 

ii for specified position—tf, aealsod: 

Must be handed in one week in advance. 
<a 








TO THE 


HARTFORD TIMES 


The pay ye: Rowsqaner Directery 
‘or 1908 accords the largest 


DAILY CIRCULATION IN CONNECTICUT 














Published daily, at Boise, Idaho, 
the American Newspaper Direct- 
ory for 1903 accords the largest 
circulation in Idaho. 











The State, Columbia, S.6. 


e American Ni Directory 
rg 1963 2 gives a ~ Aygo wera 
rating than is acco: other 

daily published aa 


IN THE TWO CAROLINAS 
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CANADA. 
=| CBARASAS Cramer asecer 
a TO THE 
MERIDEN PRESS 
i See ee 


PUBLISHED IN MISSISS!PPi. 




















Results Count. 
Joliet is a progressive 
city of 40,000, 


The Joliet Daily News 


is the "of G hy ch with a circu- 


lation of No street 
sales. It is acompliment to have 
any advertiser examine its circula- 
tion claims. Copies printed don’t 
count. 

H. E. BALDWIN, Adv. Mer. 























Writing, Printing, 








10 Spruce St., - « 
= 


Placing and 
of Advertisements. 


q Geo. P. Rowell & Co., 


ADVERTISING AGENTS. 


Illustrating 





Taking Care of all. Mechanical and Technical 
Details Without Extra Cost to Advertisers. 





New York. 
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At last 
the Central West 
has an established 
high-grade magazine! 


The World To-Day 


(A name typical of its character.) 


An Illustrated Magazine of 
Information. 


Two years old. A substantial 
circulation, with 95 per cent of it 
west of the Alleghenies. 


Subscsintion price, 25 cents per 
copy; $3.00 per year. 
Anequitale advertising rate. 
PUBLICATION OFFIC=ZS 
67 Wabash Ave., Chicago 


W.J. THOMPSON 
156 Fifth Avenue, New York City 
Eastern Representative. 


On request sample copy will 
be gladly sent. 4 " 














“ Don't use it unless it pays you.”’ 


The Fort Worth 


TELEGRAM 


Fort Worth, Texas, 


NOW GUARANTEES 


8,000 Circulation 


The only evening paper and the 
only Associated Press newspaper in 
acity that is growing at a rate of 
10,200 annually. 

Advertising taken through any re- 
sponsible ewspaper Advertisin 
Agency. Information and rate cards 
cheerfully furnished. 


No Foreign Representatives. 


The Fort Worth Telegram 
Company 


©. D. Reimers, T. R. Tingle, 
Pres, and Pub. Bus. Mgr. 








The price of the American News 


is Ten Dollars — net cash, all trasepettaa 


charges prepaid, 


ROWELL’S 

AMERICAN 
NEWSPAPER 
DIRECTORY 


THIRTY-FIFTH YEAR. 





Over 1400 Pages. 


This work is the source of information on 
a Statistics in the United States and 
Canada. 

It gives a brief description of each place in 
which newspapers are published, population, 
railroads, local industries, name and location of 
— 8. as - 

t gives the names of a ews rs 
other Periodicals. — 
_ It gives the Politics, Religion, Class, Na- 
tonality, etc. 

It gives the Frequency of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Brice. 

It gives the Date of Establishment. 

It gives a separate list of all newspapers 
having a Sunday issue. 

It gives a list of all Class Publications (Re- 
ligious, Agricultural, Medical, Trade, in For- 
eign Languages, etc.), and a complete index to 
each class. 

It contains maps of each .State, showin 
towns in which there are newspapers wil 
more than 1,000 circulation. 

It also contains other valyable tabulations 
and classifications. 


IT TELLS THE CIRCULATION 
AND TELLS IT TRULY. 


It gives the present Circulation—as well as 
for a series of years past, thus enabling an ad- 
vertiser to determine the probable future. 

It gives a separate list of all papers rated in 
the body of the book with a circulation of over 
one thousand. 


As the most important portion of the informa- 

a report of the financial strengtn of the gore 
a of the financ rel of the 

about whom information is asked, so is oir- 

culation of a i ~ 9 erally considered 

the point upon which information will be of 

pos- 





most value to the advertiser. The 
sible care is taken to make the ry reports 
correct. All information is taken in a form which 
excludes any but te ments; Ww 

‘0 


Advertisers, Advertising Agents, Editors, 
Politiciansand the Departments of the Govern- 
ment rely upon its statements as the recog- 
nized authority. 


GEO. P. ROWELL & CO,, Publishers, 





10 Spruce Street, - - New York 
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WHEN 


astrong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 


DAILY AVERAGE CIRCULATION : 


1899—14,486. 1900—15, 106. 
1901—15,891. 1902—17,532, 


I903—1 8,460 


A HOME, Not a Street 
Circulation. 
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0-0-0-00-0-000000000000000 


MILLIONS!! 


of dollars’ worth 


of American goods are sold di- 
rect to merchants in BRITISH ¢ 
COLUMBIA. Do you want g 
a share of this trade? x 


The Colonist § 


Established in 1858. 
VICTORIA, B. C. 








** Covers the entire 
province,’’ 


SupscripTion RATEs : 
Daily (including Sunday), 
$6.00 per year. 
Semi-Weekly, $1.00 per year. 
fe) 


The Colonist Printing and ¢ 
Publishing Co., Ltd. : 
VICTORIA, B.C. ¢ 











of December, 


newspaper, 
open to all interested. 


CHAS. H. EDDY, 


F. S. WEBB, 





The St. Paul Globe 


Circulation Jan. tst., 1903, 31,050. 
Average Circulation for month 


The Globe’s increase in circulation and advertising patronage the 
last six months has been greater than that of any other Twin City 
Largest St. Paul 


THE GLOBE CoO., St. Paul, Minn. 
M. F. KAIN, Business Manager. 


Foreign Representatives : 
10 Spruce St. NEW YORK CITY. 


87 Washington St., CHICAGO. - 


1902, 28,398. 


morning circulation, Books 


Tel. 2971.-John 


Tel. Main 2467 
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To Advertisers 











According to the American Newspaper 
Directory of October, 1902, the two othér 
English evening papers of Milwaukee are 
each given a rating of over 20,000 circula- 
tion. The Journal Company guarantees 
advertisers that the PAID CITY CIRCULA- 
TION alone of The Milwaukee Fournal is 
larger than is the PAID TOTAL CIRCULA- 
TION of either of those papers, and greater 
than is their combined paid city circulations. 
The PAID CITY CIRCULATION of The Y¥our- 
nal is not so high as 20,000. The ¥ournal 
will pay to Mr. Rowell or to any other ad- 
vertiser using Zhe ¥ournal and either or 
both of those papers the sum of $1,000 in 
cash if he or they can disprove, with the 
records of the papers referred to, this claim 
of The Journal Company. The ¥ournal 
hereby consents to be represented by the 
representative of the Association of Amer- 
ican Advertisers. The PAID TOTAL CIR- 
CULATION of The Fournal is double that 
of either and greater than is the PAID 
CIRCULATION of the TWO COMBINED. 



























The Journal Co. 


STEPHEN B. SMITH, C. D, BERTOLET, 
30 Tribune Bldg., New York. Boyce Bldg., Chicago. 
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i“t hese’ Are the Summer’ Circu=, 
lations of 


The Ellis Papers 
THAT PAY: 
Metropolitan and Rural Home 


500,000 


(Bate $2.00 Per Line.) 


The Paragon Monthly 
400,000. 


The GCentlewoutan 
400,000 


(Bate $1.50 Per Line.) 


The Home Monthly 
400, a00 


Park’s F oa Magazine 
375,000 


(Rate $1.25 Per Line.) 


The above circulations are not only guaranteed but proven. 





THE C. E. ELLIS COMPANY, 


713-718 Temple Court, 112 Dearborn Street, 
NEW YORK,. ’ CHICAGO, 








PRINTERS’ INK. 














BuFFALo, N. Y., May 22nd, 1903. 
Printers Ink Jonson, New York, N. Y. 


DEAR Sir :—A crank by the name of “ Wray,” a 
brother printer of mine of this city, showed me yester- 
day some 25 cent cans of '4 lb. each of red and other 
colors. He says you guarantee to match any grade or 
color for 25 cents a \ Ib. can. I would like to have your 
lists and any matter you are able to offer. 












Very respectfully yours, 
P. J. GREGORY, Buffalo, N. Y. 














Job printers throughout the United States have 
crowned me with all kinds of laurels for being the 
originator of selling fine job inks in 4% Ib. cans at 25 
cents acan. They realize how their profit has form- 
erly been eaten up, not only by the big prices they 
paid, but by the extra half dollars paid for larger cans 
than they could use, and which were left to scim 
over on the shelf. My tin can man states that I am 
the largest consumer of small cans in the printing ink 
trade, in this country, and I doubt if I have an equal 
in any country. 

When a man wants a particular color, it is not a 
wise policy to order more than is needed, as the ink 
actually becomes a loss after the job is finished. 
There is no shade or grade manufactured that I can- 
not match, and if I don’t get it right on the first 
attempt, I ask no clemency. 

Send for my new price list containing valuable 
suggestions about the use of inks, the care of rollers, 
etc., etc. 







































ADDRESS 


PRINTERS INK JONSON... 
17 Spruce St. New York 





















aanemeail 








